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Why Coal faye is the top 


coal mining publication 








and first choice of advertisers 


EDITORIAL 
Alert, modern editorial content. You can’t PAID CIRCULATION 


measure editorial content with a yard- x j More paid circulation to the coal mining 
stick but in 1951,COAL AGE had 250 more fe industry than any other publication 
pages than the next paper — 43% more. = (14,020, A.B.C., December, 1951). 


DISPLAY ADVERTISING 
55% more display advertising — 666 pages CLASSIFIED ADVERTISING 


more than the next publication. 205% more classified advertising .. . 
289 advertisers, 42% more than the next 46 pages more than the next paper. 


paper. 
127 exclusive advertisers. 


ADVERTISER SERVICES 


Coal Mining Directory —the only authoritative annual directory of the coal mining industry. 

Monthly News Bulletin Service—contains data on new developments and changes in the industry. 
Directory of Manufacturers’ Agents, Distributors and Supply Houses Serving Coal Mines. 

Coal Age News—a monthly publication on news and developments in coal mining, free on request, written 
especially for makers and sellers of coal mine equipment and supplies. 


92% of the 
nation’s fuel reserves f 
: AD. & 
is recoverable coal , @ ABP, 
A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK 36, 
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ve sales leads regularly. 


Ea im : . : 
ompanies > 3 _ They know that Thomas Register is 
- AQ used for more buying information 


Advertise in \) =-sitermsaan 


“Q500 TR Mdvortune 
Cant Ge Wrong” 


THOMA 


THOMAS PUBLISHING COMPANY 461 EIGHTH AVENUE, NEW YORK 1, N. Y. 


Representatives ian S882 1 8:0 2 Cities of the United States 
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Reaching These KEY Men is 


TYPES 
OF WORK 





New Construction — 
industrial Plants and 


other Types of 
large Buildings 
including 
Government Projects 


————$$ $$ 


Maintenance and 
Expansions — 


Industrial Plants and 
other Large Buildings 


including 
Government Projects 


+ 


Draws plans and 
writes specs for 
architect or owner 


In cose of extensive 
exponsions, called in 
by plant, building or 
government to handle 
plons and specs 





Original Equipment 
Sales to Heating, 
Piping and Air 
Conditioning 


Often specifies make 
or kind of accessory 
equipment to be 
used with primary 


Contracts for job, 
buys and installs 


Does all or some 
maintenance and ex- 
pansion work for 
many regular plont, 
building or govern- 


ment customers 


Often specifies or 
orders makes of ac- 
cessory equipment on 
manufacturers’ prod- 
ucts, or buys prod- 
ucts less accessories 


Confers with Con- 
sulting Engineer and 
Contractor 


In charge of opero- 
tien and mointe- 
nance of heating, 
piping and air con- 
ditioning systems; 
draws plons and spe- 
cifications for alter- 
stions and additions 





Consulted for prod- 
uct and engineering 
advice 


Consulted for prod- 
uct and engineering 
advice 





Often specifies of 
buys accessory equip- 
ment to go with 
primary products 


a a 


Buys accessory units 
for use as ‘‘original 
equipment’ on own 
products; employs 
design engineer in 


charge of selecting 
accessory equipment 


Product 
Monufacturers | 


products and orders them 


separately | | 
| } 


a 
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PRACTICALLY EVERY INSTALLATION OF CONSEQUENCE 
1S CARRIED TO COMPLETION BY HP&AC SUBSCRIBERS 


As charted above, HEATING, PIPING & AIR CONDITIONING is subscribed to by the 
engineers and contractors whose livelihood depends upon the selection, purchase, @ 





installation and maintenance of heating, piping and air conditioning equipment as 
used in industrial plants and other types of large buildings. 

So thorough is HP&AC’s coverage that practically all work done in the field originates 
with and is carried through to completion by HP&AC 
subscribers. This applies to new construction as well 
as to existing plants and buildings — to completely 
new systems, to maintenance, and to additions and 


expansions of present systems. 


Your products — if they are to be used on a vol- 


ating = 
saing & ind 
ejeconaionins 


ume basis —in heating, piping and/or air condition- 
ing must be acceptable to HP&AC subscribers. 
THERE 1S NO WAY AROUND THESE KEY MEN. Send 
for the HP&AC Fact File showing how to make every 


advertising dollar count in this specialized field. 


KEENEY PUBLISHING....« N. MICHIGAN, CHICAGO 
AIR CONDITIONING HEADQUARTERS 
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Industrial Marketing 


For contents of previous isst:es of Industrial Marketing, consult the Industrial Arts Index in the library. 


G. D. Crain Jr., Publisher 
EDITORIAL STAFF 


S. R. Bernstein, Editorial Director 
Merle Kingman, Managing Editor 
Charles Downes, Eastern Editor 
Margaret C. Lucas, Associate Editor 
Mark Reinsberg, Associate Editor 
Peg Baschen, Editorial Assistant 

Hal Burnett, Contributing Editor 
Keith J. Evans, Contributing Editor 
Stanley E. Cohen, Washington Editor 
Tom Reki. Art Director 


Annual Market Data and Directory Number 
Murray E. Crain, Editor 


G®@ BUSINESS STAFF 


C. B. Groomes, Business Manager 

Jack C. Gafford, Advertising Director 
Gorden D. Lewis, Mgr. Sales and Service 
Curran deBruler, Promotion Manager 
George F. Schmidt, Adv. Production Mgr. 
Myron A. Hartenfeld, Circulation Director 
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Polyken distribution system builds sales boom . . G 
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Oliver campaign injects 


Eight advertisers teil results from externals . . John B 
Editorial index . . January through June, 1952 


Which ad attracted more readers? . . Starch 
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200,000 times each month 








These Catalog 
Services Are Yours 
At Any Time 


Manufacturers of domestic engineer- 
ing products and their advertising 
agencies have full access to these 
Domestic Engineering Catalog Direc- 
tory services at all times... 


LAYOUT AND COPY SERVICE 


To help you make your catalog the 
complete answer to buyers’ ques- 
tions, DECD maintains 0 staff of ex- 
pert copywriters and layout artists. 
These men are catalog specialists 
and will work with you to produce 
@ catalog that measures up to the 
highest standards on correct informa- 
tion and/or attractive design. 


PRINTING AND BINDING 


You can drop your printing and bind- 
ing problems in our lap and forget 
them. You pay no premium for the 
best in typesetting, illustration, en- 
graving, printing and binding when 
you use DECD’s vast resources in the 
graphic arts. Whether your catalog 
is one page of a hundred, you'll get 
the finest job. 


DISTRIBUTION SERVICE 


Here are really big savings for you! 
Your catalog in DECD means no 
waste in distribution, no guesswork 
about whether your catalog will be 
in the hands of buyers at every buy- 
ing moment, The bulk purchasers of 
your products among wholeselers, 
consulting and specifying engineers, 
architects, contractors and dealers, 
os well as government agencies, will 
be seeing your catalog day-in, day- 
out. 


REPRINT SERVICE 


Here are more big savings for you. 
DECD year round reprint service 
means you can order as many or 
as few catalogs for your own use as 
you wish—and order more at any 
time. 1f you want to make a change 
you make it at slight cost, and we 
run of mew copies for you. Think 
what this means in always having 
your catalog up to date! The Mid 
Year Supplement to DECD gives you 
similar control over changes or addi 
tions to your line so that buyers are 
up to the minute at all times on 
your products. 


THEY'RE REACHING FOR YOUR 


WE ASKED JOBBERS AND WHOLESALERS, ARCHITECTS AND 
ENGINEERS, CONTRACTORS AND DEALERS, GOVERNMENT 
AGENCIES AND INDUSTRIAL PLANTS... 


‘‘How many of your employees use Domestic Engineering 
Catalog Directory?” 


The answers showed that the buyers and specifiers of your products 
in each organization receiving DECD use it for a total of more than 
200,000 references a month in the key buying and specifying offices 
of the industry. 


That's 200,000 times a month that buying and specifying hands 
reach for your product facts—reach, actually, for your products— 
buying them, specifying them, installing them, in new construction 
and remodeling of residential, commercial, institutional, and in- 
dustrial buildings. 





AVERAGE NUMBER OF BUYERS, SPECIFIERS AND EMPLOYEES IN EACH ESTABLISH- 
MENT WHO USE Domestic Engineering Catalog Directory. 
5 10 15 
pte ne 


ee wt ieddedeae 9.46 Buyers and Employees 


ENGINEERS——ARCHITECTURAL ENGINEERS 


eile elie i esas 12.30 specifiers 


CONTRACTORS——DEALERS 


OE 
7 wr ya — 4.48 users 
Cae Ser Se ae SS 


GOVERNMENT AGENCIES 

ef 14.70 

-_, ae . her ; 9 Procurement & 
Specification 

L ain Personnel 


INDUSTRIAL PLANTS 
sll «il Tree 

Z| ti ply 6.25 Engineers in industry 
Nee h - oui 1 
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If you manufacture a domestic ie open product—plumbing, heating, air con- 
ditioning, refrigeration, insul. if you want that kind of 
attention to your catalog, put it into Domestic Engineering Catalog Directory, for 
30 years the daily meeting place of domestic engineering manufacturers and buyers. 














Want to know whid is REALLY who in the. 
domestic engineering field? 


Of the 508 manufact 

ina in the 1952 edit 

neering Catalog Direc 
been in it for 


DECD is MARKING 80 YEARS OF CATALOG SERVICE 
scam TO THE MELD OF DOMESTIC ENGINEERING 
rers Dy ge BY GO@® LEADING MANUFACTURERS + + 
the key buyers a = 
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n@ coincidence that the 
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} : . neering buyers and 
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Patt Petroleum Publications capture awards 
\ for outstanding editorial performance... 


Once again, Platt Petroleum Publications gain 
high honors for editorial achievement and ex- 
cellence as both National Petroleum News and 
Petroleum Processing are named winners of 
1952 Industrial Marketing Awards. 


Back of these prize-winning performances is 
an exciting story of editorial alertness and in- 
dustry service. Platt Petroleum Publications 
have been growing up with the oil industry 
through nearly a half century of service. From 
a single publication, this service has expanded 
to one weekly magazine, one monthly maga- 
zine, three daily bulletin services, as well as 
annual handbooks and directories. 


The editorial potential of Platt Petroleum 
Publications in trained manpower and exten- 
sive facilities is matched by few business pub- 
lishing organizations. It is concentrated on 
the specialized interests of one of the world’s 
greatest and most dynamic industries. The 
field contacts and flow of information through- 
out the organization materially benefit each 
specialized publication in the group. 


Platt Petroleum Publications are the oil 
industry’s primary sources for news, product 
prices, manufacturing technology and market- 
ing know-how. Today, 29 full-time editors, 
reporters and feature writers—plus their sup- 
porting staffs—are in constant daily contact 
with the oil industry. They operate from 
six editorial bureaus, strategically located in 
Washington, New York, Cleveland, Chicago, 


Houston and Los Angeles. More than 2400 
miles of privately leased teletype wire facili- 
ties, supplemented by long-distance telephone, 
speed the transmission of their reports to 
copy desks in Cleveland and New York. 


The editorial columns of Platt Petroleum 
Publications have become established as au- 
thority in thousands of cases where personal 
opinions may have differed. The sales of bil- 
lions of gallons of oil and its by-products have 
been completed on the basis of prices quoted 
on the printed page. Major policy decisions of 
oil companies have been aided because of fast 
reporting on ever-changing government direc- 
tives. Quotes from important stories have been 
voiced everywhere from directors’ meetings 
to the halls of Congress. 


That this editorial investment pays off in oil 
industry service and reader interest is clearly 
evident. More than 82‘: of National Petroleum 
News’ oil marketing readers renew their annual 
subscriptions. More than 94° of Petroleum 
Processing’ s refining and petrochemical readers 
request continuation of their names on its con- 
trolled circulation list each year. 

Advertisers can capitalize on the unusually 
high reader values resulting from the editorial 
investments in Platt Petroleum Publications. 


To sell management and marketing men of 


the petroleum industry, it’s National Petroleum 
News. To sell refining and petrochemical men, 
it’s Petroleum Processing. 





Platt Petroleum Publications 


NATIONAL PETROLEUM NEWS... PETROLEUM PROCESSING 

OILGRAM NEWS SERVICE... OILGRAM PRICE SERVICE... OIL-LAW-GRAM 
OIL PRICE HANDBOOK ... TBA DIRECTORY 

1213 West Third Street, Cleveland 13, Ohio 

Sales Offices in New York, Chicago, Philadelphia, Houston, 

San Francisco and Los Angeles 
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it will pay you to 


GO DIRECT 


to the man who 
must engineer the 
application of your 
product into the 
manufacturing process 
... It’s a good bet 
that he is one of the 
thousands of men in 
responsible charge 
of important work 
in the process 
industries who 
receive and read CEP 
every month. 
e 
Make CEP your 
main-line messenger 
to process markets. 


Chemical 
Engineering 
Progress 


120 East 41st St., New York 17 
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to the 





NY 


@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


Two points for today’s copy: 
speed, automatic loading 


® TO THE EDITOR . . I have followed 
your “Which Ad Attracted More 
Readers” problems for a long time 
and have, fortunately, made pretty 
good “guesses.” 

This was true in the June issue, 
but I venture to state that I believe 
the top ad was most read for another 
reason than you give. Both ads 
concern grinding . . but, as a writer 
and account executive for machine 
tool builders, it would seem to me 
that the “automatic loader” is the 
reason for readership 

The trend today is to speed 
especially aided by automatic load- 
ing R. F. AUGUR, copy chief, Ed- 
ward W. Robotham & Co., Hartford, 
Conn 


History of a squelch 


® TO THE EDITOR . . Curiosity, I sup- 
pose but I'd love to see Clayton 
F. Fisher’s answer to M. B. Hanks’ 
letter (IM, April, p. 8) this is 
the Fisher who is getting too much 
advertising mail over his desk 

I think Brother Hanks has a near- 
perfect squelch JOHN A. BOLL, 
Detroit 
[We have not seen a reply from 
Mr. Fisher . . Ep.] 


“Five Wrong Ways” is must 


for man in charge of budgets 
. John B. Man- 
nion’s article in your June issue, 


“Five Wrong Ways to Handle In- 
quiries Pulled by Advertising,” is 


@® TO THE EDITOR . 


one of the meatiest articles on the 
subject I've ever read. It should 
be brought to the attention of every 
man in industry who has anything 


to do with planning of an advertis- 
ing budget . . ORVILLE E. REED, free 
lance sales correspondent, Howell, 
Mich. 


Needs check list 
on inquiry handling 


® TO THE EDITOR . . It is my under- 
standing that you have published a 
large number of articles on indus- 
trial inquiries and how they should 
be handled. 

I would appreciate very much re- 
ceiving any tear sheets or reprints 
you have available, or perhaps a 
list of reference which I might check 

. J. E. MCKAY, manager, advertising 
and sales promotion, Fluor Corp., 
Los Angeles. 

[Three recent articles on indus- 
trial inquiries are: “Forms, Cata- 
logs and Speed Help Benchmaster 
Follow Inquiries,” Feb. 52, p. 38; 
“Coppus Inquiries Gage Copy Ef- 
fectiveness, Get Saices Results,” Mar. 
‘52, p. 90; “Five Wrong Ways to 
Handle Inquiries,’ June ’52, p. 48. 
Also, see p. 72, this issue . . ED.] 


Our W&S message does reach 
workers, says agency 


® TO THE EDITOR . . I want to thank 
you very much for your generous 
comments on the Warner & Swasey 
campaign in your May issue. And 
perhaps you will let me comment 
on the statement that this campaign 
is “talking to workers in publica- 
tions read by management.” 

I know you realize that the pri- 
mary purpose is to promote Warner 
& Swasey. But I still would like 
to have you know one fact . . the 
very large circulation that this cam- 
paign does get among the workers. 

Ever since the campaign began, 





Hand in Hand 
Wherever Metal Products are Made 


in the metalworking 
field has been recognized by engineering and 
manufacturing executives for over 58 years. 


In their daily work of supplying the world with 
today’s myriad metal products, metalworking 
executives use two authoritative sources of in- 
formation — Macuinery and MAcHINERY’S 
Handbook. 


To keep up to date on the latest developments 
in the field they read MACHINERY regularly 
every month ... For general mechanical data, 
mathematical tables, rules, formulas and basic 
technical information, they consult MACHIN- 
ERY’s Handbook. Now in its 14th Edition, with 
over 900,000 copies sold, it has a world-wide 
reputation for completeness and accuracy. 


Much of the information in the Handbook was 
prepared by MAcHINERY’s editors, and origi- 
nally appeared in the form of monthly articles 
and data sheets. 


mae PRESS 


MAcHINERY’s authority 


Because it covers every phase in the manufac- 
ture of metal products, it interests every man 
on the plant management team. It provides 
them with the technical information they need 
and use in their daily work—including the im- 
portant job of specifying and buying the mate- 
rials, machines, tools and equipment they use. 


Key executives in every branch of the metal- 
working industries, and at every level of author- 
ity read MACHINERY and respect it. That is why 
it is selected every month by over 350 adver- 
tisers as their basic publication for reaching 
these volume-purchasing authorities. 


AN INDUSTRIAL PRESS PUBLICATION MA r NE RY 


148 Lafayette St. 





New York 13, N. Y. 
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The Best Reason for Advertising 


in AMERICAN ARTISAN Today 
a ee ae 


1949 (Lost 9 and Gained 10) - - 








1951 (Lost 11 and Gained 8) - - -; 


1953 and after ae ae a ee ae 


1947 to 1951. Where will this manufacturer be 











Three times — in the last five years — 
AMERICAN ARTISAN'’s field research has in ‘53, '55, '57 and after? 

made a comprehensive study of the warm No manufacturer as yet has been able to KEEP 
air heating KEY* dealer situation in the same intact his KEY dealer sales connections. But you can 
eighteen market areas. — and at reasonable cost — make a valiant effort 
to retain them (while attracting new KEY deal- 
ers) by consistently advertising in AMERICAN 
ARTISAN — the market's NUMBER ONE business 
publication — ONLY 100% PAID book in the field. 


We found out a lot of things you should know — if 
you have a stake in this important field and want 
volume business . . 

For instance, we found that there is a con- 
tinual shift in KEY dealer allegiance. Your KEY 
dealer today may be a competitor's tomorrow. His 
KEY dealer today may be yours tomorrow — if you 
make a bid for him. KEY dealers shut up shop or 


Yes, the best reason for advertising in 
AMERICAN ARTISAN today is your company’s 
tomorrow! Write for the complete 18-city survey 

. better still have one of our Chicago, New 
York, Cleveland or Los Angeles representatives give 


lose their grip — aggressive new-comers take their 
you The ARTISAN story first hand. 


place. The picture is always changing. 
*By KEY dealers we mean top producers those dealers who in 


Displayed above is what happened to one 
. pny mmunity account for 80% or more of all available warm oir 
furnace manufacturer in these KEY cities from heet satel butiness. The ARTISAN coaches ever 92% of than 


KEENEY PUBLISHING CO.... 


AIR CONDITIONING HEADQUARTERS 


in Paid Circulation ... in. Editorial 
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18 KEY DEALERS 





19 KEY DEALERS 





16 KEY DEALERS 





HOW MANY? 











~ 


TELL YOUR ENTIRE PRODUCT STORY 


The ARTISAN’'s January Directory Edition is invaluable to 
the warm air-sheet metal field —to dealers, contractors, 
wholesalers. By appearing with complete data, you KNOW that 
your Company's products will receive the consideration they 
deserve — and at the RIGHT times when thousands of buying deci 
sions are being made. Here's where you can do ao REAL selling 
job all through 1953. Write for our Special Bulletin covering the 
January 1953 Directory Number of AMERICAN ARTISAN 








ee 6 N. MICHIGAN, CHICAGO 2 


Also Publishers of Heating, Piping and 
Air Conditioning for the Industrial Field 


Service to Readers... 








How Does GeorgiaLPacific 7 
Plywood. Company Build a 
® ia'f1f Sales Program? 


Mr. T. £ . 
The Wa)) “ally 
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When you're selling in a highly 
competitive market, says Graham 
Rohrer, Manager of Georgia-Pa- 
cific’s advertising and public rela- 
tions departments, there are three 


tools that are indispensable: 


1) A good product 
@ Good Advertising 
© Good Media 


In its choice of The Wall Street 
Journal to reach the decision mak- 


ers of American business — those 


THE WALL STREET JOURNAL 


&nera) ° 
T natio, 


Tune 5, 1950 


4 The Wa) 
were 


ent 
n-wi 


ign 
618-Paci ry, 


who can say “yes” to large-volume 
purchases — Georgia-Pacific is 
participating in a national adver- 
tising pattern that becomes more 
pronounced year by year. Since 
1941, The Wall Street Journal’s 
linage has increased 193%. That's 
in keeping not only with The Jour- 
nal’s greatly expanded circulation 
(in 1942: 34,203; today: 234,569) 
but also in keeping with The Jour- 
nal’s proven ability to sell — and 


sell and sell! 


Published ot: 


CHICAGO 
12 E. Grand Ave. 


NEW YORK 
44 Brood St. 





DALLAS SAN FRANCISCO 
911 Young St. 415 Bush St. 


SERVING THE MATION IM AVIATION 


Lindbergh Anniversary Ad 





we have had a great many requests 
for permission to reprint the ads in 
house organs, as pay envelope en- 
closures, as plant posters, etc. A 
number of these are reprinted fre- 
quently by newspapers as editorials. 
One group of companies in New 
York state publishes every one of 
them in all the newspapers in that 
particular county as quarter pages. 
A couple of schools used them in 
their economics classes. We even 
have had ministers use them as 
texts for sermons KENNETH W. 
AKERS, president, Griswold-Eshle- 
man Co., Cleveland. 


[Said the Copy Chasers in May: 
“An editorial ad, another in a long 
and successful series. . . Of course, 
we hold the same opinion of this 
campaign we've always had: it’s 
talking to workers in publications 
read by management. The publica- 
tions are right from the W&S point 
of view, but not for the message . . 
it’s just too bad not enough people 
see the ad who need to be told.” .. 
ED. | 
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He is a key man in one of the nation’s leading power companies. 
His company spent $110,000,000 for post war construction. This WHAT THEY BUY 
same company has already announced future expansion plans Generating, Transmission, Distribution and 
totaling $125,000,000. This man and his other top executives will Metering Gyetpment 
determine where and how this money is to be spent. And every one Street Lighting Equipment 
of these key men is a reader of Electric Light and Power. 

- ‘ , ; Construction and Maintenance Equipment 

This same thing is true of every power company in the nation. 

The men who control the expenditures of huge sums of money are Building Materials 

regular readers of Electric Light and Power. These are the men you 

: i Operating Supplies . . . 

have to reach if you expect to sell the power industry. and strongly influence industrial and institu- 
Electric Light and Power reaches every key man in every property tional purchases of Utilization Equipment. 


every month. It is the only publication that does. 


Electric Light and Power Is the Only Magazine Serving 
the Electric Power Industry Exclusively 








anew “champ” rises 


6 years of gains 
in advertising volume 


**MAGAZINE “‘Z" 
The Oldest and Largest 
Advertising Volume Magazine 
in the chemical processing field 


The Figures: IN THE CHEMICAL FIELD 
PAGES OF SPACE 
1945 1946 1947 1948 1949 1950 1951 
MAGAZINE “Z"'** 4226 3832 3409 3571 3299 3244 3581— 645 PGS LOSS + 
CHEMICAL PROCESSING 707 806 1035 1364 1500 1546 1919— 1212 PGS GAIN 


Source: As published in Advertising Age—Industrial Marketing 


PUTMAN PUBLISHING 


Publishers of FOOD PROCESSING 


STITT TIT TTT | 








NEW YORK CLEVELAND DALLAS DETROIT ROCHESTER 





14 /in dustrial Marketing 








in the chemical field 


CHEMICAL 
PROCESSING 
1212 PGS, 


COMPARE THESE pea 
7 YEAR RECORDS 


CHEMICAL 
- CHEMICAL PROCESSING 
of gains and losses PROCESSING 839 PGS. 
. a 793 PGS. GAIN 
in advertising space CHEMICAL 
9 SP processing GAIN 


1945-1951 (cumulative) 657 PGS. 
GAIN 
CHEMICAL 
PROCESSING 
328 PGS. 
GAIN 
CHEMICAL 
PROCESSING 
99 PGS. 
GAIN 1945* 48 1949 1950 1951 


VV 




















LOSS 
LOSS 
394 PGS. 
MAGAZINE 
“ge 
645 PGS. 
MAGAZINE 
Showing Cumulative Gains and | 817 PGS. 
Losses in Advertising Space | MAGAZINE 


Zz LOSS 
QB CHEMICAL PROCESSING 927 PGS. LOSS 
ree MAGAZINE 982 PGS. 
GME MAGAZINE “Z ogre MAGAZINE 


“7 


SCALE: 4" TO 100 PAGES 








*1945 ended paper rationing 





Creators of PUTMAN-STYLE Magazines 
. .« terse, vital editorial; “hand-picked” cir- 
culation; square, high-visibility format; quolity 
readership; hence more READER ACTION 


and CHEMICAL PROCESSING, 111 East Delaware Place, Chicago 11 


LOS ANGELES PORTLAND SAN FRANCISCO ST. LOUIS ATLANTA 
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... or any other materials and 
equipment that cities and 
counties buy... and buy big 


sell the public 
works engineers ! 


In the whole varied range of construction 
and maintenance jobs. .. on highways or 
waterworks...in garbage removal or 
street lighting, sewerage or airport work 
... the technical man responsible for the 
job is responsible for the materials and 
equipment bought, too. That's why you 
can sell more of anything used in the big 
municipal-county market, if you sell in 
PUBLIC WORKS Magazine. It solves on- 
the-job problems...at the top engi- 
neering level. And it's the only magazine 
edited especially for public works engi- 
neering officials. 


THE ENGINEERING AUTHORITY 
IN THE CITY, COUNTY, STATE FIELD 


310 East 45th Street, N.Y. 17 





Fuel requirements to double 


in 25 years .. reflect expansion 


By Stanley E. Cohen 


® NO SINGLE INDICATOR dramatizes 
the expansion of the U.S. economy 
in recent years as effectively as fig- 
ures on fuel requirements. Seen 
simply in terms of the number of 
b.t.u.’s required to keep the wheels 
turning, the U.S. is a nation under- 
going vast technological change 
with the rate of change still gain- 
ing momentum 

Between 1926 and 1951, according 
to the Department of Interior, the 


For information on developments 
and forecasts in the petroleum 
industry, see “Trends,” page 33. 


number of b.t.u.’s required annually 
went from 24 quadrillion to 39 quad- 
rillion an increase of about 60%. 
Most of the 


place since 1940. At the present rate 


increase has taken 


of expansion, the total amount of 
energy required each year will 
double before another 25 years pass 
In other words, on the basis of pres- 
ent growth, the U.S. will be using 
80 quadrillion b.t.u.’s annually by 
1977 

The growth, of course, is through- 
out the economy, but one of the 
most important areas is in the elec- 
tric utility industry. Here the pro- 
duction of energy increased five- 
fold in the past 25 years a per- 
formance that is likely to repeat 
during the next quarter of a cen- 
tury. The steel industry, anothe: 
big fuel consumer, is expected to 
step up its output by about 50% in 
Other industrial 


consumers, expanded transportation 


the same period 


needs and home heating are other 
big factors in the growing demand 
for fuel 

Barring the development of new 


energy sources, coal, petroleum and 


gas remain the major sources of the 
b.t.u.’s for the economy. In the 
years ahead, the nation faces a con- 
stant struggle to maintain its re- 
serves of these fuels. 

The Interior Department thinks 
the answer will be found in the 
hydrogenation of coal, to make liq- 
uid fuels. It believes the new $11,- 
000,000 coal 
just completed by Union Carbide at 
Institute, W. Va., may be a fore- 
runner of things to come. 


hydrogenation plant 


If hydrogenation proves to be an 


attractive commercial venture, a 
great new industry will result. And 
the coal industry always a de- 
pressed industry will be on the 


eve of tremendous new prosperity. 


Controls Still Stay . . Uncertain 
labor conditions are making their 
mark on National Production Au- 
thority’s decontrol timetable. De- 
control of steel is inevitably de- 
layed, of course. And the plan to 
permit commercial construction aft- 
er July 1 was suspended. 

In the final analysis, the delay can 
hardly be significant, however. It 
is still a good bet that steel will be 
decontrolled by the end of the year, 
and aluminum not long afterwards. 

Price control will remain on the 
book through first quarter 1953, 
largely as a safeguard. But even 
the price controllers are beginning 
to wonder whether the inflation 
pressure is sufficiently high to jus- 
tify all the excitment. 

Psychologically, the country 
seems to be well insulated against 
inflation at the present time. Busi- 
nessmen particularly have been in a 
state of shock for so long now that 
they seem immune to market jitters 
of the kind that propelled prices 
upwards when fighting broke out in 
Korea. 

There is considerable feeling that 
OPS will have less to say about 
steel prices than it imagines, and 
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Plis Coverage 


For Your GROWING 
Southern Markets 
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1. ADVERTISING AND MARKETING 








Southern Advertising and Pub- 
lishing. Covers advertisers, sales and ad- 
vertising managers and their advertising 
agencies. 





BAKING 





New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 


ern baking industry. - 





FOOD PROCESSING 





Southern Food Processor. 


Reoches the leading processors, packing in 
cans, glass and frozen packages. ar 
i — 


4. GARMENT MANUFACTURING 








Southern Garment Manufac- 
furer. Spokesman of and friend to this 
two-billion-dollar Southern giant. 





5. FERTILIZER © 





Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, notional and international coverage. 








6. JEWELRY 





Southern Jeweler. jewelers in the 
South share generously in rising Southern in- 
comes. Full coverage of retailers and whole- 





salers. *- 


PULP AND PAPER 





Southern Pulp and Paper Man- 
ufacturer. Notional circulation, intensive 
coverage of the South's expanding paper and 
pulp industry. 





8. PRINTING 





Southern Printer. Reaches commer- 
cial printers and newspaper mechanical 
superintendents. 





9. STATIONERY AND OFFICE EQUIP. 





Southern Stationer and Office 


Outfitter. Full coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERN“ST H. ABERNETHY, President | 
75 Third Street, N. W., Atlanta, Ga. 
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that steel management will find a 
way to extract a considerably high- 
er price boost than price chief Ellis 
Arnall wants to give. But will steel 
able to get that 


> 


management be 
price from its customers’ 


Industrial Spending Soars . . 
First returns are in on 1952 capital 
investments, and they show that 
U.S. industry is betting its money 
During 


on continued pr osperity 


first quarter 1952 .. when many ex- 
perts were beginning to conjure up 
symptoms of a depression . . indus- 
anticipated 
plant and 


Commerce Department 


try actually exceeded 
expenditures for new 
equipment. 
and Securities Exchange Commis- 
which collect this data 

total for plant 
and equipment during the first nine 
months of 1952 is likely to amount 
to $18.1 billion up 9° from the 
corresponding period. “If this rate 
of investment is achieved, it appears 


sion 


believe investment 


likely that the previous estimate of 
$24.1 billion for the full year 1952 
will be exceeded,” the agencies say 


Strongest areas of investment are 
electric and gas utilities, petroleum, 
chemicals and nonferrous metals 
Investments by manufacturing con- 
cerns are relatively stable compared 
to rapidly rising investment in the 
earlier post-Korean period. 


Stop that P.O. Gap... The mount- 
ing deficits of the Post Office De- 
partment were back in the spotlight 
last month when a committee of in- 
dustrial leaders issued a report sug- 
gesting that Congress surrender 
postal rate-making to a special rate 
commission 


The group of six experts, serving 
as an advisory committee to the 
Postmaster General, pointed out that 
Congress boosted postal costs by 
$1,400,000,000 since 1945, but voted 
only $400,000,000 of new revenue. 
“We are deeply disturbed as ad- 
visers to a business whose deficit is 
really not determined by the opera- 
tors of the business,” the advisory 
group said 

The group said Congress should 
decide the amount of subsidy it is 
willing to give various types of mail 
users But having allowed that 
much subsidy, it should instruct the 


rate commission to see that the re- 
mainder of the department’s opera- 
tions are on a break-even basis. 

The advisory group was estab- 
lished under a recommendation of 
the Hoover Commission. It includes 
two bank presidents, an attorney 
and the presidents of three big cor- 
porations. 


Bright Copper . . More than one 
member of Congress must be won- 
dering about the fuss over the so- 
called “Ferguson amendment,” pro- 
hibiting the U.S. from participating 
agreement 
firms from 


international 
US. 


buying scarce materials overseas. 


in any 
which prevents 

The amendment appears to have 
been shooting in the wrong direc- 
tion 

According to the Senator, the In- 
Materials Conference 
was limiting the amount of copper 
coming to the U.S. 

Actually, the refusal of the U.S. 


to pay more than 27¢ for foreign 


ternational 


copper was the limiting factor. Fig- 
been released, but 
government ; vople insist the U.S. 
has been getting less copper than 
the International Materials Confer- 


ures haven't 


ence allowed. 

While Senator Ferguson was 
jousting with the IMC, the admin- 
istration did an abrupt about face 
on copper prices, and removed the 
real obstacle. By permitting U.S 
importers to pay world prices, the 
government cleared the way for 
larger shipments here from Chile. 

A genuine improvement in the 
copper situation seems certain. 


Shady Publishers . . The Federal 
Trade Commission and the Post Of- 
fice Department have run into a 
series of cases involving misrepre- 
sentation in the soliciting of ads for 
business and industrial directories. 

In each case, the publishers of the 
questionable directory clipped ads 
from established publications and 
pasted these ads to contract forms 
which were designed to look like 
billheads. 

Admen were deceived into think- 
ing they were paying for the inser- 
tion in the authorized journal. Ac- 
tually they were entering into a 
contract enabling the promoter to 
reprint the ad in his publication. 
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It remained for CONTRACTORS AND ENGI- 
NEERS MONTHLY with its 4-col. x 14” type 
page to bridge the manufacturer-customer 
gap by providing space for complete dis- 
tributor listings adjacent to 7x10 or bleed 
size display copy. 











A manufacturer can now enjoy the benefits 
of national circulation and editorial cover- 
age while at the same time encouraging local 
sales and service contacts with his distributor 
organization. In a highly mobile industry 
noted for rapid turnover of firms and of per- 
sonnel, this innovation has been hailed as 
an important step forward in the marketing 
of products for construction and highway 
department use. 





Would you like to see what distributors from 
coast to coast have written us on the sub- 
ject? Drop us a line or call us at the nearest 
address shown below. 





NB P. 


Contractors .../ Engineers Monthly 


470 Fourth Avenue, New York 16,N. Y. © Murray Hill 5-9252 
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has won more 





Industrial Marketing 
Editorial Competition 


Awards. 





than any other 


jelelejare-inloyen: 








. INDE AWADNC IN ToC 
Z MURE AVFARUS IN 1952 


MAKING 15 AWARDS FOR MATERIALS & METHODS 


BEST SERIES OF ARTICLES: 


1 Medal Award, 1951 
4 Certificate Awards—1941, 1945, 1949, 


BEST SINGLE ARTICLE: 


1 Medal Award, 1940 
3 Certificate Awards—1946, 1951, 


BEST ILLUSTRATIVE TREATMENT: 


1 Medal Award, 1942 
1 Certificate Award—1943 


BEST APPEARANCE, FORMAT: 


1 Medal Award, 1947 
1 Certificate Award, 1949 


BEST PUBLISHED RESEARCH: 
2 Certificate Awards—1943, 1945 





, Concentrate Your Advertising 
Where Materials Men 
Concentrate Their Attention... 
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TAKE ANOTHER LOOK 
AT THIS 


r—— Diiierent— 


MAGAZINE 


%,: 


_ Different in:— 


MARKET MAKEUP: Cuts across every major 
industry class from Autos to Zinc—all import- 
ant manufacturers have a vital stake in Elec- 
trification developments. Our readers control 
or influence industry's huge annual dollar 
expenditure for MOTORS AND CONTROLS 
LIGHTING—ELECTRICAL HEAT DEVIC 
{Resistance, Infrared, Induction-Dielectric )— 
AIR CONDITIONING — WELDING — ELEC- 
TRIC TRUCKS-—and POWER DISTRIBUTION 
BOUIPMENT which feeds them all. 








BDITORIAL COVERAGE: Always first with the 
Mews on the newest Industrial Electrification 
Weas—dug up not only by our own skilled 
Staff, but by more than 1000 electric utility 
fhdustrial engineers, whose job it is to pro- 
Mote production-improving applications. 
Presentation: in the proven ‘‘best-readership” 
Picture-story form, .nothing in the field like it. 


OVER 
37,000 READERS 


CIRCULATION CONTROL: This is an inde- 
Pendent magazine with a sponsored circula- 
tion. Subscriptions are paid for by leading 
electric utilities—whose industrial engineers 
hand-pick the men-who-buy in each of their 
leading customers . . and provide practically 
continuous check and double-check on plant 
and personnel changes. YOU CAN'T DUPLI- 
CATE THIS ASSURED CONTINUOUS AC- 
CURACY AND COMPLETENESS. 


RESULTS FOR ADVERTISERS? 
REMARKABLE IN CONTRAST TO THOSE FROM 
ORDINARY MAGAZINES . .WRITE TODAY FOR DATA 
ON ACTUAL INQUIRY AND SALES EXPERIENCES 


published by 


— B. Jj. MARTIN & COMPANY — 
20 N. WACKER DRIVE, CHICAGO 6 


420 LEXINGTON AVE. 
NEW YORK 17 
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Use employe publications 
to spread news of your ads 


MA 


And 


easy. 


® yEs, by all means here 
again, it’s relatively 

If you have an employe publica- 
tion, ask the editor to allocate space 
each month for a story on your 
company’s advertising activities. 
Use the space to tell of forthcoming 
business paper campaigns, the pub- 
lications to be used, the type of 


reader to whjch the advertising 
message is being directed, the total 
number of readers who will be ex- 
posed to the ad. If space permits, 
reproduce your current ad in read- 
able size 

There's an endless list of different 
base your 
. direct mail 


subjects on which to 


monthly story . mar- 
ket research . . trade show exhibits 

how an ad is produced . . how 
you work with your agency . . how 
you cooperate with your dealers and 
distributors .. how you get publicity 
in the local press and in the busi- 
ness press 

If your company does not publish 
an employe publication, there’s al- 
ways a bulletin board. Use it to 
tell the advertising story to your 


employes. 


If a simple fold will do it, 


why use seals or staples? 


problems 


in Industrial Marketing 


® WHY USE either? When mailing 
under a third class permit, it is per- 
missible to fold your mailing pieces 
down to the approximate size men- 
tioned in your letter and mail with- 
This re- 
duces your cost, and the addressee 
will then be able to unfold the mail- 
ing piece mutiliating it. 
Most people won't take time to use 


out using seals or staples. 


without 


a staple remover or letter opener on 
third class mail . . they usually just 
rip the piece open. If your direct 
mail isn’t sealed or stapled, there’s 
nothing to tear. 


Three sources give you quick 


lesson in industrial publicity 


® you RE quite right there isn’t 
too much available on publicity 

particularly industrial publicity. A 
late book on the subject is, “Planned 


Industrial Publicity,” ($2.95) by 





"ARE BLEED ADVERTISEMENTS 
WORTH THE DIFFERENCE | 


This Case Study Shows: 

BLEED ADDS TO THE 
VISIBILITY OF AN 
ADVERTISEMENT 





PROCEDURE: Field interviews 
were conducted with an average of 
220 readers for each of five issues of 
a business publication. Number of 
interviews—1110. Total single page 
advertisements evaluated—1011. 
Question asked: “Do you recall see- 
ing this advertisement?” 


RESULTS: According to the index 
of visibility (based on average obser- 
vation of single page black and white 
advertisements) the two-color non- 





AD GROUP 





bleed pages registered 134, and the 
two-color bleed pages 167. 


CONCLUSION: Bleed advertise- 
ments, because of their visibility 
factor, attracted more attention than 
non-bleed ads, in this magazine. The 
value of bleed becomes more apparent 
when the cost factor is considered. 
For, while a two-color bleed page 
provided 67% greater visibility than 
a black and white non-bleed, the 
cost is only 23.3% higher. Further- 


VISIBILITY AND COST COMPARISONS 
RELATIVE VISIBILITY AND COST INDEX 


(avg. for 1 pg B&W = index of 100) 


75 100 125 150 


more, the use of bleed provides the 
advertiser with an average of 30% 
greater page area. 


 £.¢ = 


A complete report of the above study 
is contained in our Research Depart- 
ment’s Laboratory of Advertising 
Performance Data Sheet #3060. If 
you want facts regarding this or 
other subjects related to business 
paper advertising, ask your McGraw- 
Hill man. 





VISIBILITY 


% 
INCREASE 





1-pg * VISIBILITY 
Black and White 
(494 ads) 


100 





BASE 





1-pg VISIBILITY 
Two-Color 


(453 ads) 


347, 





VISIBILITY 








123.3 























*The bose was insufficient to provide a comparison with black and white bleeds . . . 
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If mechanical engineers 
buy it, 


is selling it! 





When you employ competent 
engineers to produce what 
you sell you naturally look 
for similarly qualified 
experts on the 

buying side. 


And the wise buyer, 

when he invests thousands 

of dollars in technical products, 
will place the responsibility in 

the hands of a competent engineer. 


When both buyer and seller speak the same 
technical language you have industrial 
marketing on the engineering level. 


Mechanical Engineering operates on this level more effec- 
tively than any other magazine by giving you the largest 
audience of engineers in the mechanical industries. 

In industry after industry, Mechanical Engineering has more 
engineer subscribers than any vertical book in that industry. 
Consequently any supplier, whose products or services meet 
the sometimes exacting requirements of professional me- 
chanical engineers, can talk their language to and sell to 
more than 35,000 of them . . . in the one magazine they own 
and publish to meet their equally exacting requirements for 
work material... 


MECHANICAL ENGINEERING 


A publication of 


THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
29 West 39th Street, New York 18, N. Y. 
} 


George Black, public relations di- 
rector, Cooper Alloy Foundry Co., 
Hillside, N.J. It was published by 
Putman Publishing Co., Chicago. 

The volume offers details for 
creating a publicity program, or- 
ganizing it, putting it into operation, 
and evaluating its results. 

You also should get a copy of a 
recently published manual based on 
a series of 12 articles by members 
of the Industrial Publicity Associa- 
tion, New York. These articles orig- 
inally appeared in INDUSTRIAL MAR- 
KETING. The booklet is 75¢ a copy, 
covers subjects such as . . creating 
photo features for industrial pub- 
licity . . how to get science publicity 

what's wrong with industrial 
publicity . . getting industrial pub- 
licity through company speakers . . 
how to use press clipping and radio 
response service . . how to use the 
press services for industrial pub- 
licity. 

Other good material on the sub- 
ject (not included in the booklet 
mentioned above) appeared in the 
Oct., 1951 issue of INDUSTRIAL MAR- 
KETING under the title, “How to Get 
Industrial Product Publicity.” Writ- 
ten by Arthur N. Gregg, editor, 
New Equipment Digest, Cleveland, 
it offers advice for releasing public- 
ity on new products. Here are some 
of Mr. Gregg’s “do’s and don'ts.” 

“Never send out a release unless 
you have something of news value. 
Always issue your release before 
your new product appears in adver- 
tising. Always double space your 
copy .. so the editor will have room 
for editing. 

“Write in concise English. Tell 
what the product is . . what it’s for 

. features . . available sizes . . ca- 
pacity, operation, construction and 
design details. 

“Enclose a bulletin, catalog or 
specification sheet on your product. 
Enclose a glossy 8x10” photo. . try 
to stage your photographs showing 
people. Don't quote prices. (Some 
do not agree with Mr. Gregg on that 
last one.) Keep sales claims and 
puffery out of your release. Mail 
first class. Use a good mailing list.” 

If you'll read the Putman book, 
the IM booklet, and the Gregg arti- 
cle, you'll know more about indus- 
trial publicity than 80% of the peo- 
ple who claim to be industrial pub- 
licity men. 





USE THIS PUBLICATION 
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A hot operation is the manufacture of glass Southwest. Here lie limitl 

textile yarns in this new Anderson, S.C.. plant Edited expressly for this fresh-thinking, free- 

recently built by Owens-Corning Fiberglas Cor- spending industrial market is SouUTHERN Power 

poration. It is the largest of its kind in the world. aND INpustTRY. It puts advertising in touch with 
In the furnace hall pictured, equipment em- millions of dollars of Southern and Southwest- 

ploys temperatures exceeding 2.000 degrees ern buying power unreached by national power 

Fahrenheit. In adjacent work-areas, an ingen- and industrial journals. Get the facts. You 


iously designed air-conditioning system holds the will want to schedule extra space for SPI. 


thermometer at a comfortable 80. P 
; ; Southern Power and Industry 
Here you see dramatic expression of the vigor 
and venturesome spirit which grips thousands of 806 Peachtree St. N. E. Atlanta 5, Georgia 


plants, new and old. throughout the South and 
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news 


of industrial sales and advertising 


Says agency 15% is not enough 


Commission is foundation 
of agency compensation, but 
it's no longer adequate: Rubel 


® CHICAGO . Bad advertising is 


often a result of the 15% agency 


Rubel, 


senior partner, Rubel, Fields, Godow 


commission system, Ira W 


& Lawrence, Chicago, asserted at a 
quarterly meeting of the Construc- 
tion Equipment Advertisers 

That, he said, is because an agen- 
cy will use low-cost talent in pre- 
paring ads for low-cost unit space 

“No two accounts are the same,” 
Mr. Rubel asserted, yet the 15% is 
‘used for most billings. As an ex- 
ample of the inequities of this sys- 
tem, he cited the following 

An agency places a color page in 
Life. This costs $28,890, with the 
$4,355 The 
agency places a page in Construc- 
tion Methods. This costs $990, with 
$148.50. 
Thus, an agency gets 29 times more 


agency commission 


the agency commission 
compensation on the first account, 
although the costs may be similar. 

Mr. Rubel stressed that the 15% 
agency commission “is the founda- 
tion of agency compensation.” But 
he said that the commision “is no 
longer an adequate basis” and that 
frequently it should be supple- 
mented by an additional fee 

Mr. Rubel pointed out that, while 
big companies may have their own 
marketing specialists, the small ad- 
vertiser must get such service from 
an agency, and the 15°) commis- 
sion is not adequate payment. He 
recommended a method which he 
thought fair to client and agency 

This would require the agency to 
draw up a bill of particulars which 
listed all services along with costs 
From that a legitimate agency profit 
could be set and all clients would 
get equal value 


Agency commissions are 
here te stay, Gamble tells NBP 


® SWAWNEE-ON-DELAWARE, PA : 
The percentage of business publica- 
tions allowing commissions to agen- 
cies has increased from 80°; to 97°, 
1942, Frederic R 
president of the American Associa- 


since Gamble, 
tion of Advertising Agencies, told 
the spring National 
Business Publications. The figure 
was 78°) in 1937. 


Mr. Gamble linked this increase 


meeting of 


to a three-fold increase in volume 
of business paper space placed by 
agencies between 1938 and 1951, cit- 
ing IM tabulations of the gain from 
135,000 to 415,000 pages 
coupled with the increased use of 


The gain, 


the agency commission, shows that 
it “works successfully for all con- 
cerned,” he asserted. 

He noted that the ratio of adver- 
tising to U.S. gross national prod- 


Awards... 


uct is now 2%, a third lower than 
normal, due to defense tooling-up. 

“If we are to maintain a $300 bil- 
lion economy or more then ad- 


vertising volume should rise to 
around $9 billion in order to do its 
part in selling,’ Mr. Gamble de- 
clared figures are $330 
billion and $6.5 billion respectively. 

J. F. Apsey, Jr., advertising man- 
ager, Black & Decker Mfg. Co., 
Towson, Md., and president of the 
National Industrial Advertisers As- 


Present 


sociation, expressed concern at pub- 
lishers’ rate increases 

Manufacturers whose prices are 
controlled are finding it increasingly 
difficult to absorb advertising rate 
increases, Mr. Apsey asserted. They 
may not be able to increase appro- 
priations sufficiently to maintain 
their advertising at the desired lev- 
els, even though it is becoming in- 
creasingly important to do so. 

Mr. Apsey commented that while 
all businesses are faced with rising 
costs, and publishers are no excep- 
tion, he believes that they should 
consider carefully any further rate 
increases. 

Bennett S. Chapple, Jr., 
director of the Industrial Advertis- 


acting 


ing Research Institute, sponsored by 
NIAA, and assistant executive vice- 
president of US Steel Corp., Pitts- 
burgh, outlined progress of the in- 
stitute. which has passed its goal in 
volume of subscriptions (IM, June) 

Mr Chapple added a warning that 
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RAILWAY AGE 


1952 looks like the SIXTH STRAIGHT YEAR that MODERN 
RAILROADS gains OVER 200 ADVERTISING PAGES. 


Such an outstanding record means one thing, for sure— 


IT MUST BE A MIGHTY GOOD PLACE TO ADVERTISE 


MODERN 
RAILROADS 


Again in 1952 advertisers to railroads switch 


tO MODERN RAILROADS—and at a greater rate. 


In the first 5 months of 1952 MODERN 
RAILROADS gained 107 pages—-at the rate of over 
21 pages per issue, over the same period of 1951+ 
DOUBLE THE ADVERTISING PAGE GAIN of 
any other monthly railway publication. The oflly 


weekly in the field showed a slight loss. 


Here are the facts taken from the 
June 1952 issue of INDUSTRIAL 
MARKETING. 
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Reaches 
Top Management 


@ Top management makes the buying 
decisions in the $9,000,000,000 Forest 
Products Industry. 


WOOD and WOOD PRODUCTS covers 
this huge market on a national, HORI- 
ZONTAL basis reaching the key 
executives in each of the industry's 
nine major sectors. 


@WOOD and WOOD PRODUCTS is edited 
for top management .. . it is the 
logical market place for your product, 
equipment or service. 

You sell the Forest Products industry 

through the advertising pages of WOOD 

and WOOD PRODUCTS. 


Remember, it's QUALITY, not quantity cir- 
culation that counts. 


Check your files. If the 1952-53 W/WP 


Market and Media File is missing—send 
for it today. 


WOOD 


wood products 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Ill. 
Phone: Financial 6-5380 
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government controls be dropped as 
He said that de- 
control, and not mere relaxation of 
controls, should be the objective. 


soon as possible. 


To continue industrial operations 
under gcvernment controls, he in- 
siste?’, is contrary to the American 
system, which tolerates controls 
only because of emergency condi- 
tions. 

H. E. Cassidy, executive vice- 
president, McCarty Co., Los An- 
geles, and chairman of the com- 
mittee on business papers, American 
Association of Advertising Agencies, 
asked 


paint the future in gloomy terms. 


business publishers not to 
He referred to instances where ad- 
vertising plans have been dropped 
because leading publications in the 
advertisers’ industries have fore- 
cast dire developments, many of 
which did not come about. 

Mr. Cassidy closed with the sug- 
gestion that business publication 
representatives lose their inferiority 
remember that the 
buying of their 


small circulations may be greater 


complex and 
power relatively 
than that of general media in the 
multi-million circulation class 
Need for improved market re- 
search, promotion and editorial con- 
tent was shown in a survey of 500 
members of the three t.f. Clubs of 
New York, Cleveland and Chicago 


Results of the survey were dis- 
cussed by a panel including: 

Harold G. Rowland, Steel, presi- 
dent of the t.f. Club of Cleveland; 
Granville Fillmore, Modern Ma- 
chine Shop, president of the Eastern 
t.f. Club, New York: George G. 
Turner, Industrial Press, president 
of the t.f. Club of Chicago; John E. 
MacArthur, Electric Light & Power, 
v.p. of the t.f. Club of Cleveland; 
William A. Wilson, Pit & Quarry, 
v.p. of the Eastern t.f. Club, New 
York; and Malcolm M. Whitfield, 
Hardware Age, v.p. of the t.f. Club 
of Chicago. Moderator of the panel 
was G. D. Crain, Jr., publisher of 
INDUSTRIAL MARKETING and Advertis- 
ing Age. 


1852 industry outlook 
parallels 1927, Gates tells AMA 


® CINCINNATI . . Ominous parallels 
can be drawn between the years 
1952 and 1927, Donald E. Gates, 
marketing executive, Dodge Mfg. 
Corp., Mishawaka, Ind., told the 
American Marketing Association 
summer conference. 

He asserted that 1952 is the low 
point which marks the beginning 
of a new upward trend in construc- 
tion and producer’s equipment 
fields, but this improvement may 
be short-lived. Said Mr. Gates: 

“There is some reason to fear that 
after another round of the inventory 





Do You Have This Marketing Guide? 


“How To Sell The Foundry Market’’ 
is free. Write us or ask your 
FOUNDRY representative and a 
copy will be mailed to you. 


—— = — —— me, 


Wherever you find Suadlinwen we 


you will find FOUNDRY 


In one of the most extensive studies* ever undertaken in the foundry 
industry, foundrymen told what publications they read and what publi- 
cations they find most useful. FOUNDRY received this overwhelming 
“vote of confidence’’. 


FOUNDRY Publication A Publication B  PublicationC 
Readers 596 270 332 205 
“Most useful publication”’ 303 51 a0 16 
To the question, ‘‘Which publication do you find most useful ?’’", FOUNDRY 
received nearly six times as many votes as the next publication, and 
twice as many votes as all other publications combined ! 
To get your product story over to the dynamic foundry market, tel] it in 
FOUNDRY. It will reach over 45,000 foundrymen who influence buying 
in the foundries which account for 949% of all castings production. 
*We will be happy to show you this | 


complete report. Just drop us a line 
or ask the man from FOUNDRY. 


It’s Time to Sell to Foundrymen 


WHEREVER METALS I ARE CAST 





Reaching every foundry employing over 50... and 86% of all others / A Penton Publication, Penton Building, Cleveland 13, Ohio 
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BIG GUN 


KNITTING INDUSTRY... 


foal 





TO REACH YOUR TARGET! 
you can CALL YOUR SHOTS because... 


@ THE KNITTER is the only magazine in the 
United States published exclusively for the manu- 
facturers, dyers und finishers of hosiery and knit- 


wear. 


e THE KNITTER covers every mill of any im- 


portance in 
delivers all 
to sell. 


the United States and Canada .. . 
its circulation to the field you want 


e THE KNITTER reaches the men who do the 


SPECIAL NOTE! "8 
if you want to reach 
the whole textile 
field ... 
SAVE MONEY by us- 
ing our special combina- 
tion rate for The Knit- 
ter and Textile Bulletin. 
12 pages in each (total can 


24 pages) cost less than ads to a 


12 pages in any general 
textile journal. 


on .99 
“tailor 


gives you plus coverage of key 


personnel who influence buying. 


SHOOT MORE OFTEN ... at lower cost! 


The Knitter’s low rates make it possible to tell 
your story more often, because you don’t pay 
for waste circulation out of your field. You 


your 


specific 


job, too, in ideal 
surroundings. 


If you sell the KNITTING DIVISION only . . . 


The KNITTER is your BEST BUY in 


CLARK PUBLISHING CO. 
CHARLOTTE, NORTH CAROLINA 
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cycle, say about 1955, we may have 
a more serious downturn, and the 
capital goods industries may be rel- 
atively depressed for perhaps ten 
years.” 

He did not believe this low period 
would be as bad as in the thirties, 
but doubted that government ac- 
tion could overcome it entirely. Mr. 
Gates with some long- 
term optimism. He predicted: 

“Beginning about 1965 to 1970, 
when the recent bumper baby crop 
starts coming to marriageable age, 
the capital goods industry should 
that will break all 
previous records.” 

Mr. Gates conceded that the art 
of business forecasting is “30 years 
behind forecasting in its 
development.” But he said he had 
a “hunch” that bonds are 
a better buy today than they were 


came up 


have a boom 


weather 
defense 
ten years ago 

Richard C. Christian, 


sociate, Marsteller Co., Chicago, ad- 
vised companies to study competi- 


senior as- 


tion, using all means short of hiring 


a detective agency to learn what 
other companies in their field are 
This is especially necessary 


from 


doing. 
now because of a transition 
seller's to buyer’s market. 
He urged companies to keep a file 
of all competitive information, us- 
ing the research department as the 
centralized source for all data, in- 
forming all other departments of 
this fact so that they will channel 
their competitive information to 
that department 
“Prepare periodic 
summarizing for 


reports and 


memos manage- 
ment the latest information on com- 
petitive organizations,’ Mr. Chris- 
tian recommended. “This will put 
in the hands of the right people the 
timely data they need in analyzing 
the competitive situation.” 


Net pricing cuts billing costs 
25%, Stauble tells distributors 


® ATLANTIC ciITY . . Savings of more 
than 25° in billing departments 
have resulted from adoption of net 
pricing by individual manufactur- 
William C. Stauble, executive 
vice-president, Holo-Krome Screw 
Corp., Hartford, Conn., told a con- 


ers, 








active plants in U. S., Canada and Mexico 
with a production value for 1951 estimated 
to be 


active plants in U. S. producing Concrete 
Masonry units, Ready-mix Concrete and 
Concrete products with a production value of 


Value of Supplies and Equipment bought annually: 


$1,011,960,725 


Huge Aggregates Output by PIT AND QUARRY readers means a 


Big Equipment Market for You 


The market for your equipment in these industries is wide operate without the special stones and sands they utilize. 

open. It is bigger than ever — and the PIT AND QUARRY No railroad bed can be maintained without the products 

of the Pit and Quarry Industries. But, these industries need 

= : ; help. They are one of the largest users of heavy equip- 
Millions of dollars in sales await manufacturers who can ment — they need more of that equipment to remodel and 

help owners and operators of plants in these industries step- expand their plants. 

up aggregate production and keep pace with America’s 


reader is a bigger buyer of equipment than ever before. 


One publication—PIT AND QUARRY—can do a strong 
selling job for you. It has adequate =9—_____ 


No structure, factory, home or highway can be com- coverage where it counts most— | pit ano quagey 
pleted without aggregates. No steel or glass plant can deep penetration — striking power. | 


construction program. 


AND 
ASSOCIATED INDUSTRIES 
e a e 
First in the Field! WRITE FOR MARKET AND MEDIA DATA 
New file-size folder gives production figures — volume 


FIRST IN EDITORIAL QUALITY and value; value of supplies and equipment purchased 


FIRST IN TOTAL PAGES OF EDITORIAL annually. Send for these easy-to-use facts to help you 
determine sales potentials for your products in these active 
FIRST IN QUALITY CIRCULATION industries. 


FIRST IN ADVERTISING VOLUME 


wnaomeomme | PIT AND QUARRY 


FIRST IN MAIL SUBSCRIPTIONS 
HIGHEST SUBSCRIPTION RATE 431 South Dearborn St. Chicago 5, Ill. 








OUR PROBLEM WAS THE 
HIGH COST OF 
TYPE SETTING 


WE SOLVED 
iT WITH 


VARI-TYPER 


‘‘We do our own ‘type-setting’ jobs 
for photo-offset, mimeo, litho and 
any other printing and duplicating 
method at our disposal. The savings 
are tremendous and the quality of 
our work is in the professional print- 
ing class, Vari-Typer operates as 
simply as a typewriter and produces 
type composition which can hardly 
be differentiated trom regular print- 
shop work. It will compose type 
directly on a stencil, litho-plate or 
hecto-master and will also produce 
sharp, black, type composition proofs 
for your offset ‘paste-up’ masters. 
You are reading type produced on 
the DSJ Model Vari-Typer.”’ 


...-hundreds of instantly 
changeable type faces ! 


A wide choice of types....all in one 
machine.... Bodoni, Garamond, Book- 
man, €lCoeeeIN all sizes from 6 pt. to 
12 pt....with matching italics...and 


in foreign languages, too! 
Send the coupon for complete details. 


Body copy written on 
Model DSJ Vari-Typer. 


RALPH C. COXHEAD CORP. 
720 Frelinghuysen Avenve 

Nework 5, N. J. 

Please send me Vori-Typer Booklet 


cia, 
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vention of the National Industrial 
Distributors’ Association. 

Citing the experiences of his own 
and two other industrial companies 
selling distributors, Mr. 
Stauble found that a switch from 


through 


list price and discounts to net pric- 
ing increased the number of orders 
an office worker could process, re- 
duced the number of personnel 
needed in pricing, billing and in- 
voicing departments, and brought 
errors down to a minimum. Said 
Mr. Stauble: 

“Morale in departments involved 
was so improved that requests for 
transfers to more interesting work 
stopped Moreover, the so-called 
afternoon fatigue period, which 
workers had accepted as normal, 
completely disappeared.” 

Mr. Stauble emphasized that his 
company’s switch to net pricing was 
a complete about-face from a for- 
mer conviction that net pricing was 
“theoretical, impractical and too 
radical a departure from present 
custom.” 

Declaring that net pricing cuts 
distributors’ costs of checking in- 
voices, he urged both suppliers and 
distributors to put a top manage- 
ment man to work investigating the 


possibilities of the system 
Rice elected president 


of T-F Club of Chicago 


Arthur L. Rice, Jr., 
treasurer, Technical Publishing Co 


® CHICAGO 


Chicago, has been elected president 
of the t.f. Club of Chicago, organi- 
zation of business publication space 
representatives 

Other new officers are J. H. Robi- 
son, Penton Publishing Co., Chicago, 
and W. S. Wade, Traffic Service 
Corp., Chicago, vice-presidents; and 
L. R. Gurley, Modern 


Chicago, secretary-treasurer. 


Railroads, 


Advertiser Changes 


Frank J. Smith. . 


Thomas D. Cartledge . . 





William P. Gibbons . . ha: 


Russell L. Sears . . 


Joe H. Howell . . 


Media Changes 
Frank G. Steinebach . . 


‘Tool Engineer’ . . | 


Two Join NBP . . 





Look around your recreation room 





for | Metalworking products... 

































































...-made in the plants reached by Padiis 


You'll see products made of metal all around you when you 


enter your recreation room—or any other room in your 

home. Take a mental inventory and you'll realize what 
great sales possibilities you have in the industry that 

produces these and countless other metal products .. . 

to the tune of over a hundred billion dollars’ worth annually. 
This is your Metalworking market ... STEEL’s market .. . and 
you reach the plants that do well over 90% of all metalworking 


business when you put your advertising in STEEL. a> 
” earn 
STEEL e Penton Building e Cleveland 13, Ohio “Cnn, 


A La fre x "Wa : xr ie / Consider the many operations that go into 
J 


oa ; the making of this bench grinder... into 
Wriwnncng the multitude of other metalworking 
‘ products you'll find wherever you live, 
work, shop and play operations that 
require products, materials or services 
like yours. Your product story in STEEL 
reaches the men responsible for these 
operations 





The magazine of the men Y who manage, operate, and buy for the metalworking industry 





There's a 
TYPE FACE 


for 
pivamyeeeay 


DE ROOS... Exquisite Charm 


4 ad 
I ACES of obvious character and great appeal. Sweeping 


popularity is predicted for the new De Roos Roman and 
Italic. crowning achievement of Sjoerd H. De Roos, 70, 
world-famous Dutch type designer These are noble faces 
of lasting merit, bequeathing dignity, richness and perfect 
readability to any layout. Roman, 6 pt. to 48 pt. Italic to 
36 pt. De Roos assures the economy of running from tough, 
hard ATF foundry type and eliminating high cost of mat- 
rices. Both faces are compatible with many other ATF 


foundry types. Consider these new beauties for early jobs 


yy De Roos Specimen Booklet in preparation. Reserve your 


free copy by writing our Advertising Department, Desk 17. 
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A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


Oil industry hustles to meet 
nation’s present, future needs 


America’s Production . . Because 
of expanding demand for petroleum 
products and need for establishing 
reserve producing and _ processing 
capacities, the petroleum industry 
will spend between $3.5 and $4 bil- 
lion for capital investments in the 
United States in 1952. 

No detailed estimates have been 
made of probable expenditures for 
1953, but the assurance of higher 
demands and the unfinished pro- 
gram for increased reserve capacity 
indicate that the need for capital 
investments in 1953 will be at least 
as great as in 1952. 

Capital expenditures for drilling, 
producing, and field processing in 
1952 will take slightly more than 
half of the total, or about $2 billion. 
Minimum drilling requirements have 
been estimated by Petroleum Ad- 
ministration for Defense (P.A.D.) at 
25,000 wells in the last half of 1952 
and 55,000 in 1953. This compares 
with the all-time record of 44,516 
wells in 1951. 

Total production of crude and 
natural gas liquids averaged 6,713,- 
000 bbl. daily in 1951 and is ex- 
pected to average almost 7,000,000 
bbl. daily in 1952. All forecasts of 
supply and demand indicate steady 
increases in production for the next 
five years. 

Estimates of desirable 
producing capacity range from 15 to 
25°, of total oil consumption. On 
this basis, the U.S. oil industry will 
need a reserve capacity of about 
1,500,000 barrels daily by the end of 
next year. P.A.D. estimated that its 
drilling program of 80,000 wells in 
18 months would increase produc- 
tive capacity by 642,000 bbl. daily, 
but this increase plus the current 
reserve capacity will fall short of 


reserve 


the desired 1,500,000 barrels daily. 

Capital expenditures for drilling 
and producing for the next 5 years 
must be large enough to build this 
greater reserve capacity, in addi- 
tion to meeting current needs that 
will increase by about 4% a year. 

We estimate that capital require- 
ments for refining in 1952 will 
amount to about $800,000,000, with 
actual developments for the first 
six months supporting this. 

Postwar demand 
called for more transportation fa- 
cilities in addition to greater pro- 
ducing and processing capacities. 
Capital expenditures for transpor- 
tation in 1952 are estimated at about 
$660,000,000. 

Capital requirements for market- 
ing and other activities, based on 
outlays so far this year, are expected 
to total about $240,000,000 this year 

. C. O. WILLSON, editor, Oil & Gas 


increases. in 


Journal, Tulsa. 


Oil Abroad . . Prompted by acute 
need resulting from an increase in 
demand for petroleum products that 
surpasses all wild guesses made in 
1945, the oil industry outside of the 
United States is undergoing an 
amazing expansion. The rate of 
growth is considerably greater than 
the swift enlargement occurring 
within the U.S. 

Despite the loss of 700,000 barrels 
per day due to nationalization of 
Iran’s oil industry, foreign crude 
production by the end of 1952 will 
be equal to ours. In 1945 we pro- 
duced two-thirds of the world’s out- 
put with a recovery of 4,694,000 bar- 
rels daily, while all other countries 
were producing only 2,413,800 bar- 
rels per day. Foreign nations to- 
day are producing over 5,500,000 
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OUR PITTSBURGH ADDRESS IS 
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Pittsburgh 19 
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Each of our offices was planned and con- 
structed to meet specific needs; and each is a 
fully integrated operation. 

It's a good deal—enables us to function more 
efficiently to the benefit of the clients we serve. 
You'll want to make a note, too, of our new 
phone numbers 
CHICAGO—FRanklin 2-5212 
PITTSBURGH—GRant 1-9165 


We'll enjoy showing you around. 
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It takes BIG CIRCULATION 
COMPLETE NEWS COVERAGE and 


COMPREHENSIVE FEATURES 
to BLANKET YOUR MARKET 
in all 24 
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buying and} 


specifying OFFICIALS DR. RALPH LIGGETT EVANS 


President 


WORKS EXECUTIVES ieostiinadi 
SUPERVISORS and Development Corporation 
ENGINEERS Dr. Evans is top man in a top firm. 


His consulting organization per- 


RESEARCH DIRECTORS forms a complete service for the 
CHEMISTS 3 chemical process industries . . . 


from research and development 
CONSULTANTS 2 through the engineering and de- 
sign processes, plants and equip- 
ment. Covering such broad fields 
as biologicals, pharmaceuticals, 
explosives, resins, plastics and 


And Only C&ENews — with its 72,000 foods, he and inis men are re- 


sponsible for millions of dollars 


groups. 
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100% Expansion means... 


BIG SA 


Vital and popular new building products 
(resulting from a $1,250,000 research 
program) mean a minimum 100% ex- 
pansion to the clay products industry — 
the market covered only by BRICK AND 
CLAY RECORD. 


Our GOLDEN AGE is here — are your 
sales sights set for it? 


For full information, let us send you 
a copy of BRICK AND CLAY RECORD for 


MAY, detailing the new products ex- 
pansion story. 


Brick and Clay Record 


5 South Wabash Avenue Chicago 3, Illinois 





“CH seus 
Industrial GIANTS 
who want to BUY...NOW 


Owens-Illinois Libbey-Owens-Ford 
Corning Glass Trenton Potteries 
Lenox China Hotpoint 

Roper Stove Kohler... 


and thousands like them read CERAMIC 
INDUSTRY, the recognized No. 1 pub- 
lication for ceramic operating men. 


For full details, write for CERAMIC IN- 
DUSTRY's analysis of the glass, porcelain 
enamel, whiteware and pottery indus- 
tries — what they're doing — where 
they're going. 


Ceramic Industry 


5 South Wabash Avenue, Chicago 3, Illinois 














barrels daily, double their 1945 rate 
and should attain 6,000,000 barrel 
per day volume by the end of this 
year. 

Increased drilling and expansion 
of pipe line and refining facilities 
necessarily have been required to 
boost production by such huge 
amounts. Consequently, equipment 
purchases have far exceeded any 
previous records. The outlook is 
for continued heavy equipment pur- 
chases abroad. 

Since 1945 refining capacity in 
countries outside the United States 
has gained 150°, jumping to 5,040,- 
000 barrels daily. An additional 
1,000,000 barrels of refining capacity 
currently is under construction, and 
when completed will mean a gain 
of 206% since 1945. These figures 
do not include U.S. domestic nor 
Iron Curtain countries expansion 

WARREN L. BAKER, editor, World 
Oil, Houston. 


Refining, Marketing . . To meet 
the increased demand for petroleum 
products, refiners are now making 
plans to add 750,000 barrels per day 
of new capacity during the next 18 
months . . almost as much as was 
built in the past three years. 

The expansion program has been 
approved by Defense Production 
Administration as essential to the 
mobilization program, which makes 
the projects eligible for rapid tax 
amortization. Total cost of the new 
facilities, it is estimated, will run 
close to $1.5 billion, and total refin- 
ing capacity by the end of 1953 will 
then be over 8,100,000 barrels daily. 

As to where the new capacity will 
be built, most of it will probably 
be in the form of enlargement of 
present plants . . but some entirely 
new refineries will be built. Two 
areas for some of these new plants 
appear to be shaping up. One is 
in North Dakota, which now is 
utterly devoid of any such industrial 
activity, but where oil has recently 
been discovered in promising quan- 
tities in the Williston Basin. The 
other is in the Pacific Northwest, 
where crude from the flush new 
Canadian fields in Alberta will be 
available about the end of 1953, 
when a pipe line now under con- 
struction to Vancouver is completed. 

Another manufacturing activity 
which is attracting considerable 
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FRANCHISE 
CIRCULATION 


C.C.A. AUDITED 


has produced the most effective results for our advertisers 


OCCUPATIONS 


FRANCHISE CIRCULATION is not new. Like 
radium, it existed long before it received a name. 
Its principles have been tried and proven for over 
18 years. Today it is being used by five publica- 
tions with circulations totalling almost a half 
million because of its outstanding success in 
reaching “Mr. Right Man’’—the man who has the 
actual buying authority — in active buying plants. 
Advertisers in publicatioas using FRANCHISE 
CIRCULATION enjoy a distinct sales advantage 
because FRANCHISE CIRCULATION parallels 
their basic selling methods. Distributors, whole- 
salers or agents in each territory, know better than 
anyone else who the active buyers are because they 
are constantly calling on them. They make their 


living selling these buyers. They know the names 
of the individuals responsible for the selection and 
purchase of products and are aware immediately 
of any changes in plant personnel or needs. 


By comparison, could you ask for a better 
audience for your message — the same 
audience that is being called on in person 
by your salesmen or your distributor's salesmen ? 
Only through FRAN- 
CHISE CIRCULATION 
can you get this type of 
coverage. Write for free 
booklet “How Franchise 


Circulation Operates”. 


INDUSTRIAL PUBLISHING COMPANY 


1240 ONTARIO STREET 
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5 trillion pounds of steam 


is what American industry used up last year,,more than twice as much as 


in 1939 ... all controlled with valves. 


WATER? Industry uses 77 billion gallons a day, 30-billion gallons a day 
more than it used in 1939... practically all controlled with valves. 


And valves regulate the flow of hundreds of other fluids used in industry. 


the BIG OK. 


In this booming power field, your biggest available audience, by far, is 
POWER’s more than 45,000 readers. These engineers buy and use so many 
products, they wield one of the biggest o.k.’s in all industry. Are they 
currently informed about your product? Do they know the performance 


facts about it? 
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A McGraw-Hill magazine 





Everybody knows where the 
“Golden Gate” 
can be found... but 


do all buyers know where your industrial 
products are stocked and sold, where your 
distributors or wholesalers are located? You 
can make certain they do by using Trade 
Mark Service in the ‘yellow pages’ of the 
telephone directory. 

Trade Mark Service displays your trade- 
mark or brand name in the ‘yellow pages’ 
over the names, addresses and telephone 


numbers of industrial distributors handling 





your products. Buyers will know at a glance 
where to find your products and who your 


distributors are. 








Trade Mark Service is a time-proved identifi- 


cation service...and helps build 





sales results in all markets. Ask 
your Trade Mark Service repre- 
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sentative how it can be specially 
fitted to your needs anywhere 
in the USA. 
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For further information call your local telephone business office, é A 
or see the latest Standard Rate and Data (consumer edition) \, 





Polyken distribution system 


builds sales boom step by step 


By G. C. Stineback Manager * 
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Before and during World War II Bauer & 
Black's Polyken industrial tape department 
was doing 90% of its business with 30 
customers . . mostly big ones. To build a 
solid and more diversified distribution 
among th ds of tt . small, 
medium and large . . management built a 
new distribution system. How the system 
was developed and used to build a cur- 
rent sales volume 15 times greater than 
prewar is told in this condensation of an 
address at the annual conference of the 
National Industrial Advertisers Associa- 
tion in Chicago. Other conference ad- 
dresses appear on following pages. 

A special section covering additional con- 
ference news begins on page 97. 








® AT THE START of 1945, when it was 
clear that World War II would soon 
end, the management of Bauer & 
Black’s industrial tape department 
resolved to build an annual civilian 
domestic sales volume equal to the 
company’s peak wartime volume. 
The aim was to reach that objective 
three years after the war. 

The objective was _ substantial. 
Military demands for our industrial 
tape for packaging war materiel 
were so great during the war that 


we were on three to six-month de- 
livery schedules. Our product was 
pressure-sensitive adhesive tape . . 
the kind that is already sticky and 
thus requires only pressure to make 
it stick. 

We in the industrial tape depart- 
ment were asked to develop an or- 
ganization and marketing program 
to achieve the three-year, civilian 
sales objective. We spent most of 
1945 putting our program together. 
Our records show that we accom- 
plished our sales objective a year 
after VJ day . . by September, 1946. 

Since then we have continued to 
grow strongly until our current vol- 
ume is 15 or 20 times larger than 
our prewar volume and _ several 
times greater than our peak war- 
time volume. 

My purpose is to tell you how we 
organized our marketing and sales 
promotion program and how we put 
it into practice to achieve the re- 
sults 

Any successful new marketing 
program must have sound market 
analysis as its starting point and 
fundamental basis. Our prewar and 
wartime experience made two mar- 
ket facts clear to us: 


1. Obvious major markets for our 
products included automobile man- 
ufacturing plants, aircraft plants, 
home appliance manufacturers, elec- 
trical manufacturers and the elec- 
tronic (radio, television) industry. 


2. With new uses for industrial 
pressure-sensitive tape being devel- 
oped daily in industry, every manu- 


facturing plant in the country rep- 
resented an actual or potential part 
of our market 


Our prewar and immediate post- 
war business, when analyzed, was 
highly concentrated among a few 
More than 90% 
of our business was being done with 
less than 30 customers. We realized 


major customers. 


that every manufacturer in our in- 
dustry knew about and would com- 
pete for these customers. 

We also anticipated that a busi- 
ness built upon large customers only 
would be in serious jeopardy when 
the inevitable postwar, tough com- 
petitive selling conditions set in. 
Competition would be roughest and 
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toughest for the business of these 
well known large consumers, with 
the prospect of price cutting and 
consequent steady reduction in unit 
price and gross profit margin. 

It was clear to us, therefore, as 
we went into the postwar business 
world of 1946, that we must so or- 
ganize our distribution and sales 
promotion program to achieve broad 
and diversified distribution and 
coverage of the industrial market. 

Instead of a few large customers 
we needed thousands of customers 
of widely varying sizes. Our prob- 
lem was how to go about getting 
them 

What was necessary was a large 
sales organization, backed by na- 
tional industrial advertising. 

There are two ways in which such 
a sales organization can be devel- 
oped. You can recruit, select, hire, 
train and put to work a direct sales 
force of your own, or you can em- 
ploy and train existing sales forces 

in short, set up a distributor pro- 
gram. A direct sales force has the 
great advantage of being entirely 
within your control. For us, how- 
ever, it had the disadvantage of 
time, size and expense 

We needed to move fast, for our 
primary competitors, well estab- 
lished before and during the war, 
were entrenched, one having 150 
salesmen and the other 75. At the 
end of the war we had four. To 
cover the full national market to 
extent would 


any majo1 require 


several hundred men, unless we 
were to concentrate solely on large 
accounts. To develop such a large 


direct sales force would require 
years of work, great expense and 
subsidization for an indefinite pe- 
riod 

This we were unwilling to do, be- 
cause we are in business to make, 
not to lose money Furthermore, 
we thought that it should be possible 
to establish a sound distributor pro- 
gram, make profit for ourselves and 
our distributors and yet retain the 
basic, fundamental and necessary 
control of our own business that the 
majority of manufacturers seem to 
think can be accomplished only via 


a direct sales force. 


The Policy - « We, therefore, de- 
termined upon a national wholesaler 


system of distribution. Let me list, 


42 / Industral Marketing 


somewhat at random, the principles 
we followed in building a distributor 
program 


1. If you have a distributor pro- 
gram, make it a real one. Don't try 
to work both sides of the street, in 
spite of the many temptations. If 
you must place restrictions on your 

them 
restric- 


activities, tell 
The only 


tions we have placed (and they are 


distributors’ 
what they are. 


published for all of our distributors 
to see) are that we reserve the right 
to sell direct to the federal govern- 
ment and to a limited list of prime 
automobile manufacturers we have 
been handling direct since 1939. All 
other business is done through our 


distributors. 


2. Distributors are not custom- 
ers. Wholesalers consume nothing. 
They are sales organizations em- 
ployed and adequately compensated 
to sell to customers who are the 


consumers of our product. 


3. The job of our selected whole- 
salers is to give us coverage of the 
market. We want no 
more wholesalers than are neces- 


industrial 


sary to achieve that objective. The 
average distributor salesman makes 
his living from less than 100 ac- 
counts. Therefore, full coverage of 
any industrial market is not assured 
us until we have enough whole- 
salers with enough salesmen in that 
market to provide a ratio of 100 
manufacturing accounts per whole- 
saler salesman. We are, as yet, far 
from achieving this ratio in any 
market, but it stands as our long 


term objective. 


4. Both our distributors and we 
must constantly bear in mind that 
while large volume accounts are 
nice to have, we do not employ 
wholesalers for the sole purpose of 
securing large volume accounts. If 
Polyken’s interest were solely in 
large volume accounts, we would 
never have a wholesaler program 
at all. The distributor’s job is to 
give us coverage of the whole mar- 
ket. 

If he does this, he will develop a 
balanced portfolio of small, medium 
and large accounts, with good vol- 
ume and profit. The wholesaler’s 
price structure reflects this respon- 


His gross profit percentage 
orders and 


sibility. 
is greatest on small 
smallest on large orders . . generally 
in line with what it would cost us 
to get the business if we were to 


construct a direct sales force. 


5. Our price to wholesalers is a 
functional price. It is the same 
whether he buys a single roll or a 
thousand rolls of a kind and size 
of Polyken Tape. This is specifi- 
cally in accordance with his func- 
tional place in our distribution pro- 


gram 


6. Our distributors must sell for 
us. They cannot occupy the com- 
mon function of simply providing 
an order-taking and local stock 
We can hire warehousing 
and order taking very 
Our own representatives, 


function. 
service 
cheaply. 
each having responsibility for the 
sales activities of from six to 12 
distributors, are not salesmen in the 
true sense of the word. They carry 
no order books and seldom make 
a call, except upon “key accounts,” 
unless in the company of a whole- 
saler salesman with whom they are 
working to further their training. 


7. We 
training job. 
men must sell, then we are ready 


have a_ never-ending 


If wholesaler sales- 
to train those salesmen. 


8. Our wholesalers must have 
adequate sales promotion manage- 
ment within their organization to 
give our program constant stimulus 
between the Polyken 


tives’ visits. 


representa- 


How It Works .. This all may 
‘seem theoretical and idealistic to 
you. But it is practical and I can 
illustrate by describing how it 
works step by step: 


1. The Wholesaler .. Our dis- 
tributors are coarse paper jobbers, 
mill supply houses, industrial rub- 
ber houses and industrial chemical 
those calling regu- 
larly on manufacturers. 


wholesalers 


2. The Franchise . . We operate 
with our selected wholesalers under 
an annual franchise agreement. This 
includes a provision for specialty 


wholesalers. We also have set up 





a group of electrical specialty 
wholesalers to get at the electrical 
contractor field, and a group of 
specialty corrosion distributors to 
get at that special field. 


3. Merchandising Manual. . We 
have published a manual in which 
we lay out for our selected whole- 
salers, at the time they sign the 
annual franchise, our merchandising 
and promotion program for the full 
year in advance. 

Introducing the program, the 
manual explains its basic distribu- 
tion principles: 

“The distribution picture must 
and is changing from broad, dis- 
jointed operations to increasing con- 
centration on carefully planned, 
closely integrated attention to sales 
of specialty lines. Such sales spe- 
cialization, based on complete serv- 
ice to a complete market, will pro- 
duce for the wholesaler not only 
large specialty line volume but 
more, not less, volume and profit on 
his standard, staple lines.” 


4. Our Advertising . . We have 
consistently spent more on indus- 
trial advertising in support of our 
distributor organization than any 
other company in our industry. 


5. Training Program .. Our 
sales training program for whole- 
salers includes the following: 

A road show gives the whole- 
saler’s salesmen a four-hour illus- 
trated basic line training program 
to get their initial enthusiastic in- 
terest and to get them started. 

A five day school is held at our 
office and factory. We now have at 
least 10 such training schools per 
year. Restricted to a maximum of 
14 wholesaler men per class and to 
wholesaler tape promotion man- 
agers and key salesmen, this school 
is our biggest training endeavor. In 
35 such schools over the past four 
years we have trained more than 
400 men sent to us at the whole- 
salers’ expense. In this school we 
train these men not only in Polyken 
tape and how to sell it, but we also 
cover all the competition as well. 

A two-day school is held at some- 
what regular intervals under the 
direction of our district managers 

el > 
Non-Exclusive . . Franchise shows 
training and merchandising requirements. 


continued on page 141 
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SELECTED WHOLESALER ANNUAL FRANCHISE AGREEMENT 


This annual franchise agreement is entered into at Chicago, Illinois this _ . day of 


, 3 , between Polyken Industrial Tape Department of Bauer 


999 


and Black Division of The Kendall Company, a Massachusetts corporation with offices at 


West Adams Street, Chicago 6, Hlinois (Polyken), and 


ae - = a 
(Selected Wholesaler) in which the parties mutually agree as follows 

1. Polyken grants, and Sclected Wholesaler accepts, a non-exclusive franchise to sell all Poly- 
ken Industrial Tapes in the Polyken “general” tape line, which includes all items included in the 


present Polyken Industrial Tape Catalog 


2 This agreement will be in cflect until December $ it is terminated ptiot 


thereto under the provisions of paragraph 13 


3. Sececteo WHOLESALER WiLL 


a. Cooperate with Polyken in sales promotion programs and intensively promote the sale 
of Polyken Industrial Tapes in the industrial market which he normally serves. This provision 
docs not, in any way,.limit the geographical arcas where Sclected Wholesaler may sell. He is 


expected to scll to any customers he can develop in any other areas. 


b. Adequatcly blanket his industrial market by sales promotion by 

(1) Establishing tape promotion management, adequate to direct and administer the 
effort necessary to meet sales promotion goals, (a) in a qualified individual, (b) with 
authority and responsibility commensurate with the assignment, (c) with taining by 
Polyken. 

(2) Making sure that cach of his industrial salesmen makes at least two complete and 
adequate Polyken Industrial Tape presentations each week on the assigned contact card 
accounts, 

(3) Diligently acting on leads and inquiries passed On by Polyken, and following them 
up with presentations and sample distribution 
(4) Fully analyzing the potential market for which he is responsible with use of 
Polyken’s “analysis charts” and “contact cards,” and by assignment of contact cards to 
salesmen. 
c. Carry fresh stocks of Polyken Industrial Tape adequate to meet the service needs of his 
customers, and follow sound inventory rotation practices. 
d. Pay Polyken’s invoices promptly and maintain a sound credit standing 
e. Maintain records, satisfactory to Polyken, of his performance in sale of Polyken Indus 
trial Tapes and coverage of his industrial magket available for review by Polyken representatives 
f. Furnish to Polyken a complete list of Polyken Industrial Tape customers, for use in 
Polyken’s direct mail promotion program, and furnish monthly supplements to the list. 
en 


mae, 
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5. Poryken WiLL: —“ i a 


a. Train Selected Wholesaler, his tape promotion management, and his salesmen at Poly 
ken’s expense. However, Polyken will not pay any travel or personal expenses of persons taking 
Polyken training. 

b. Fill and ship within a reasonable time after acceptance, all orders placed by Sclected 
Wholesaler, at prices determined in accordance with Polyken’s pricing policy in effect at the time 
of acceptance of order. All orders are subject to acceptance by Polyken at its Chicago office. 

c. Maintain an industrial tape field sales engineer in Selected Wholesaler’s area regularly 
available for assistance to Wholesaler on technical and sales problems. 

d. Back up Selected Wholesaler’s promotion with a national advertising campaign io 
further the market acceptance of Polyken Industrial Tapes. 

e. Furnish Selected Wholesaler with a reasonable supply of samples for Selected Whole 
saler’s sales promotion. 

f. Furnish technical service and advice in product application to Selected Wholesaler as 
needed. 

g- Carry out its “Accounts Preference System” if one or more other sé fected wholesalers 
are competing in Selected Wholesaler’s market, to assure fairness to Selected Wholesaler in receiv 


ing the benefit of his promotional organization and effort. 
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Honeywell makes V.I.P. testimonial films 


By Herbert D. Bissell 





Secretary Sawyer. . 


Minneapolis-Honeywell’s problem was to 
sell this ethereal thing called advertising to 
the company’s hardboiled salesmen. The 
solution was one of advertising’s oldest 
techniques applied in a new way. Testi 
monials were obtained from Very Impor 
tant Persons in U. S. industry . 
The new and 


and from 
the salesmen themselves. 
effective way they were presented is told 
in this condensation of an address at the 
annual conference of NIAA. 





@ IF YOUR COMPANY'S salesmen be- 
lieve in your advertising if they 
what it will do 


have respect fo 
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Austin of USS.. 


for them personally and _ selfishly 
. the chances of their using it prof- 
itably are greatly enhanced 
Attaining that belief and respect 
from salesmen is a challenge facing 
us all. But before we can attain it, 
we must improve the quality of our 
advertising. And we must believe 
in it ourselves .. and the need for it 
Believe in It. . Actually, we in the 
industrial field have a greater need 
for superior advertising than do the 
marketers of soap or chewing gum, 
Their prod- 


simple, 


cigarettes or cereals 
uct stories are generally 
easy to tell, easy to understand, easy 
to remember, with an appeal ob- 
vious to at least half of the pros- 
pect’s normal senses. Our product 
hard to tell, 
They 


through the 


stories are complex, 
hard to 
taken into the 


channels but have to 


remember aren't 


mind 
easy sensory 


be driven into it by pneumatic 


word hammers. I’ve never heard 


anyone using “delicious and re- 


freshing” to sum up the qualities of 
a bulldozer 

So our attitude toward the rela- 
tive merits of industrial and trade 
advertising needs _ revision We 
must accept it mentally as first in 


Then 


the time has come to sell it to the 


importance, first in prestige. 


field organization. 

That is easy enough to say, diffi- 
cult enough to accomplish par- 
ticularly in the industrial organiza- 
tion, where none of the products 
are “impulse” items, where all are 
highly engineered and sold by tech- 
nically minded men . . as is the case 
with the 8,000 controls and instru- 
ments sold by 1,000 Honeywell 
salesmen. 

This selling problem facing ad- 
vertising itself 


into interpreting this ethereal thing 


managers resolves 
called advertising. 

There are various ways of doing 
this 

Because 1952 promised to be a 
difficult selling year, we chose last 





December to paint our advertising 
picture, for our selling organiza- 
tion, in broad strokes. We pre- 
pared an unorthodox presentation. 
It relied not on the usual method 
of showing ads, but on the condi- 
tions under which each of our men 
would do his job. It positioned ad- 
vertising as an important, person- 
ally usable and valuable force to 
help each salesman contend with 
these conditions. 


Top Testimonials . . Paramount 
in our thinking, as we built this 


Elmo Roper .. 


presentation, was our desire to ele- 
vate it through tie-ins with lead- 
ing American personalities. Sec- 
retary of Commerce Sawyer, John 
Collyer of Goodrich, Elmo Roper, 
Dave Austin of U. S. Steel, Elliott 
Bell of Business Week and John 
Normile of Better Homes & Gar- 
dens graciously made two-minute 
color sound films directed to our 
salesmen Their messages 
keyed to political and economic 1952 
and the significant responsibility ad- 
vertising faces in holding markets 


were 


and moving goods during and after 
a defense economy. 

To show you just what I mean, 
here’s what Dave Austin, executive 
vice-president of U. S. Steel, said 
in a sound film made last December 
for our Honeywell regional sales 
meetings: 

“United States Steel is currently 
going through a period of the great- 
est expansion in its history in an 
effort to measure up to the chal- 
lenge of our country’s defense needs 


and the ever-increasing challenge 
of American life. I am told that 
you at Honeywell regard the future 
as we do and with the same en- 
thusiasm for a continuing increase 
in the American standard of living. 

“However, this great physical ex- 
pansion brings enormous respon- 
sibilities to those men in your com- 
pany and mine, who must build 
such a background of public under- 
standing that when conditions again 
are normal the demand in our re- 
fields will be for your 
This must 


spective 
products and for ours. 


“Advertising, therefore, faces a 
year of great responsibility, for it 
must meet the challenge of main- 
taining the consumer franchise, in- 
tact, until our products are again 


in free supply.” 


Roper Skips Advertising . . The 
pay-off in a presentation of this 
kind is its off-beat characteristics, 
its important feeling and the resul- 
tant carry-over in prestige to your 
own advertising operation. 

As a matter of fact, in one of these 
talked 


two-minute addresses we 


Salesman Ortman.. 


be brought about if we are to sup- 
port the company’s expansion and 
rehabilitation commitments and al- 
low for even greater expansion in 
what is rapidly becoming a world- 
wide economy. 

“The leaders of industry, particu- 
larly in hard goods, are ever those 
selected to bear the brunt of mate- 
rial mobilization. Your 
and ours are among the first to be 


markets 


short-changed if a real squeeze on 
civilian goods becomes necessary. 

“It has been said that it is more 
important to own a market than a 
mill. If this be true, and I believe 
it is, then times such as these de- 
mand of our sales organizations 
continuing appraisal of steps being 
taken to protect this priceless asset. 
Toward these ends, United States 
Steel in 1952 will continue its ag- 
gressive promotion, even though at 
increased dollar cost. Advertising, 
as an important sales weapon, will 
play its full part in attaining these 
objectives. 


economic conditions and the chal- 
lenge to the salesman in ’52 and 
thereafter, without even mentioning 
advertising per se. I am referring 
to the message of Elmo Roper, a 
leader in the field of market analy- 
sis who appeared in another film 
we made last December. Mr. Roper 
said: 

“T would like to examine with you 
some of the factors that will have 
important bearing on selling in 1952. 


“Just a few years ago you would 
have been labeled a dreamy optimist 
estimated that national 
income some time in the future 
would reach the $300 billion mark 


if you had 


This year national income has al- 


ready pushed past those golden 
gates with $323 billion estimated for 
the full year. 

“The world was amazed at Amer- 
ica’s production when at the peak of 
our effort in 1945 the business in- 
dex stood at 189%. In the third 
quarter, the business index at 246% 
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Imagination pays .. ll business 


paper editors win IM plaques 





® ELEVEN NATIONAL business pub- 
lications, commended for “imagina- 
tion as well as competence,” were 
awarded bronze plaques for out- 
standing editorial achievement in 
INDUSTRIAL MARKETING’S 14th annual 


business paper competition 
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The plaques were presented by 
Bennett S. Chapple, Jr., assistant 
executive vice-president, U. S. Steel 
Co., at the annual conference of the 
National Industrial Advertisers As- 
sociation in Chicago. 

For the first time in the history 
of the competition, four winners 
won two plaques. They were Hotel 
Management, Interiors, Machine 
Design and Magazine of Building. 

Fifteen plaques were awarded for 
five types of editorial achievement 

. for the best article, best series of 
articles, best single issue, best 
graphic presentation and best orig- 
inal research. Plaques for each type 


of achievement were awarded in 


T. C. DuMond (2) 


& 


V. B. Guthrie 


*Bertram Lebhar A. W. Hooper 
H ry & Under Electrica 


view 


*kFrancis deN. 
Schroeder 


nteriors 


s & Truck 


three business publication groups . . 
industrial, merchandising and class. 
In addition, 31 certificates of hon- 
orable mention were presented. 

Winners were selected from more 
than 500 entries from throughout 
the U. S. and Canada in the compe- 
tition, which is designed to honor 
business publication editors for out- 
standing accomplishment and to en- 
courage them to seek increasingly 
higher standards. 

Four panels totaling 23 judges 
chose the winners. Judges included 
advertising managers and agency 
executives, as well as business pub- 
lication readers such as plant super- 
engineers, purchasing 
agents, and retail executives. A 
separate panel of graphic arts spe- 
cialists evaluated graphic presenta- 
tion. 

In selecting the 
judges asserted that 
alone is not enough. . 


intendents, 


winners, the 
competence 


it should be 





**C. Carmichael C. C. Harrington CS 
Machine Design A Factory Electric Light Magazine of Factory 
& 


wer 


Lew Schwartz (2) *Frank Haring Laurence Wray *]. W. Harris 
Jewelry Liquor Store & slectrical M h nt 


Magazine Dispenser 


R. Stockwell (2) W.C. Van Dyke J. K. Willy W. D. Cocking Mac F. Cahal 
* nara Hote ~ *D 


Aviation Age Ex ting el Monthly School Executive 3 


accompanied by imagination in the considerable stature in content and 
business publication field. One design, a major segment still needs 
judge said: “The winners were not great improvement in readability. 
only good in content, but were im- Editors were urged to aim for “a 
aginatively handled. Many of the better packaging job” for their ma- 
losers were competent but unimag- terial. 
inative.” Plaque and certificate winners: 
The judges emphasized that an 
editor must, of course, start with Industrial papers 
a good story to tell . . but that how 
he tells it is very important. “You 
can’t completely separate design Plaque winner 
from content,” one said. They Iron Age... N 
stressed, however, that the judges editor. “Boron St 
were not influenced by material that Metallurgy.” 
looked good, but contained little of Certificates 
importance. Architectural Record . . Nev 
In one panel, four judges rated B. Mason, editor. “Phil 
the finalists in one classification tecture.” 
separately. When they compared Coal Age . . New York 
their ratings, they found themselves editor. ‘New Methods Reports. 
unanimous on their first, second and Materials & Methods . . New York, T. C. 
third place ratings. DuMond, editor. "“O 
The judges found that, although ing Metals.” 


D. 1 D 
& 


many publications have achieved F 


Best series of articles 


ur Strategic Engineer- 


Cleveland, Virgil 





B. Garrett *x*P. I. Prentice H. L. Waddell I. H. Such (2) 


otee. 


A. G. Ryden 


01x 


R. G. Macdonald 


zuthrie 
aULTIT IE 


Best single article 
Plaque winner 
Machine Design . . 


Certificates 


Materials & Methods . . 


DuMond, editor. ‘Mar 
ae 
me Materia 


1 Mar 


Mill & Factory . . Nev 


“LAT 


ngton, € 


Best single issue 


Plaque winner 
Machine Design . . 
michael, editor. Ar 


Certificates 


Cc. O. Willson 
il & Gas 


Architectural Record . . Ne 


B. Mason, editor. 


Schools & School Practice.” 


Electri 


ntinued on page 13 
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Planning problem . 


What admen must do today 
to sell new products in 1954 


By Cary H. Stevenson 


® my sTorY is the story of Rip Van 
Winkle who slept for years and 
woke up to find a new world 

industry, 


American competitive 


particularly the industrial capital 
goods industry, will be waking up 
in a year or two to re-evaluate it- 
self. What will the new world be 
like? Where will your company be 
price-wise, quality-wise and organ- 
ization-wise? 

Except for a short period between 
1946 and 1949 we have had none of 
the hard, bitter 
business which is the atmosphere 


competition for 


which has previously driven Amer- 
ican industry to the greater and 
greater goals of lower prices and 
higher quality I am referring to 
the (pardon the expression) Amer- 
competitive 


ican free enterprise 


system the system which caused 
the business man to lie awake 
nights, scheming as to how to cut a 
few cents off his price or add some 
which will increase — the 
value. Well, he knew that his com- 


petitors were also lying awake do- 


feature 


ing the same thing 

These nights, they are all lying 
awake wondering how to preserve 
some of the profits they are mak- 
ing, or worrying about where the 
money will come from to pay for 
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the machinery installed to keep up 
with orders. There’s no reason to 
cut prices or improve quality, and 
if the sales promotion doesn’t click, 
nobody knows or cares very much. 

But when Van Winkle wakes up, 
the old competitive factors will rule 
again. In ordinary times a business 
knows pretty well its competitive 
position in its industry how its 
(which 


quality, its sales appeal and its sales 


costs means prices), its 
organization compare with others in 
the same field. There is a constant 
checking and adjusting, falling be- 
hind, and catching up, getting ahead 
and being overtaken. It’s impossi- 


ble to get very far out of line for 


long. 


Price Cutting Possible . . Your 
competitors perhaps can cut prices 
25°, and still do all right. They 
haven't done it before, of course, 
because there was no_ incentive. 
They had all the business they could 
The ex- 


tra profits were spent on further 


handle without doing so 


improving manufacturing tec h - 
niques, equipment, plant organiza- 
tion, sales organization, and prod- 
uct. They've got some amazing im- 
provements in their product which 
they've been holding back until the 
sales department needed some help 
Perhaps they've got some entirely 
new products, not in your field but 
still a threat to you because the 
maintenance of production volume 
in the plant will hold down over- 
head when yours is rising. And 
perhaps some company you never 
heard of is ready to release a new 
development in your field which 
will set you back on your heels. 


“Well,” you say, “what has this to 


Sticking your nose 

into other people’s business 
isn't easy. But that’s what's 
ahead for the adman. With tact 
and persuasion, he must 

pry into what management has 
up its sleeve . . possible new 
products, new markets. 

Then he must convince 
management why it's vital 

to start market research now. 


do with the advertising manager?” 
He hasn't anything to do with pro- 
duction, development, and all the 
other departments which are con- 
cerned with producing the product. 
He just sells it and he’s damn well 
ready to roll up his sleeves for the 
old college try any time the going 
in the selling department gets 
rough. 

In a way he hasn’t anything to do 
with production or prices. But 
basically his job is to get orders and 
the job of getting orders begins 
when the idea for a product first oc- 
curs to the development depart- 
ment. It is a factor in the tooling 
for the job in the shop, the choice of 
equipment, the labor relations in 
the department, the packaging, the 
training of the sales organization 
and the advertising. And if these 
factors are going to determine his 
success or failure he’d better look 
into them a little. 


Fewer Cute Ideas . . William D. 
Cunningham of Fuller & Smith & 
Ross, has advised industrial adver- 
tising managers: “Be a part of man- 
Know your company pol- 
Deal 
more with basic business problems 
and less with cute ideas. Don’t be a 
Be a better busi- 
ness man and you'll do a better ad- 


agement. 
icies, markets and problems 


specialist only. 


vertising job.” 

Now sticking your nose into oth- 
er people’s business isn’t an easy 
It requires tact, diplo- 
macy, persuasion . . the offer of en- 
thusiastic, helpful ideas. It takes 
an advertising man! And lots of 
the company’s problems need an 


thing to do. 


advertising man. 
What do you need to find out now 
about these problems to help your 
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Business in the rapidly-expanding marine industry comes from no single area. Six 
main influences control buying or specifying for the ocean-going and inland com- 
mercial and defense fleets. 

Without getting into the “numbers racket,” Marine Engineering gives the advertiser 
coverage of them all. Regularly, it goes to: 


Shore personnel of every American ship operator of vessels 
of 100 tons or over, plus many smaller companies. 

Every important naval architect and marine engineer, both 
“independents” and those employed by shipyards and operators. 
Every active commercial shipyard and important ship repair 
company. 





Naval shipyards and smaller boatyards with naval contracts. 
Maritime Administration, Navy Bureau of Ships, Coast Guard rn ° 
and Corps of Engineers officers. \ Get this 20-page 
More sea-going chief engineers, whose recommendations in 


\ 9 
most cases guide shore personnel in buying, than any competing : report on today s 


magazine. big MARINE MARKET 


These advantages, plus editorial leadership and engineering 

ges, | g 8 
authority, produce results for advertisers. This is proved by This valuable factual report is 
Marine Engineering’s 53 per cent advertising leadership over —_— to the fen outline 
the second publication in the first five months of this year. ane tens you all you want to 
7 - s ; “sae se aes know about the market and 
For rates and further details write Marine Engineering, 30 Marine Engineering. Send for 
Church St., New York 7. your copy today. 
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Pardon/us, were hanging up 


No. 1 in metalworking ... America’s No. 1 market 


80 / industrial Marketing 





Another No. 1 for The IRON AGE 


1st award in Industrial Marketing’s Edi- 
torial Achievement contest for an outstand- 
ing series of articles: “Boron Steels — A New 
Era in Alloy Metallurgy.” Added proof of 
The IRON AGE’s continued editorial supe- 
riority ... the reason why it is hailed as the 
No. 1 publication in the metalworking field, 


both by readers and advertisers. 


another “first” 


ddronAge © @ on 


100 East 42nd Street, New York 17, N. ¥. 
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Calendar Woe. . 


Promotion Hit. . 


Dearborn fumbles July 30. . 


By Earl J. Goris 


® ONE OF THOSE nasty misfortunes 
in advertising that you don't like to 
talk about sent us into a tailspin 
last January 

And although the dire conse- 
quences weren't due until July, we 
started worrying early 

The misfortune was one of those 
disconcerting, intermittent ones that 
threaten every advertising manager 
who must prepare and produce a 
company wall calendar, and who 


puts into it months of effort in 


kodachrome selection, color 


corrections, OK’s, and careful check- 


proof 


ing and rechecking of the calendar 
dates only to discover from a 


customer weeks after the calendar 
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has been in the mail that it accounts 
for only 365 days of the year. 
Normally that would be most ac- 
ceptable but it’s a bit irregular for 
Leap Yea 
In our case the type lice ate up 


] 


the 30th of July, then carefully 


pushed the 3lst over to take its 
place. Besides living in daily dread 


of such a “bobble,” our calendar 


printers maintained that such a 
thing hadn't happened to them in 
more than nine years since the 
time they put Thanksgiving Day on 
a Friday. 

After we all got back down off the 
ceiling, we managed to stop the 


mailing, recovered calendars from 


post offices and railroad express 
points and corrected the error in 
about 50° of our total run. Then 
realization dawned that we could 
capitalize on such an inadvertent 
advantage. 


error, use is to good 


We did.. 

In a two-color direct mail piece, 
81x11”, two folds, 80 lb. offset, that 
was sent to our entire calendar list 


in this way: 


throughout the country, we heaped 
burning coals upon our head with 
copy that said in part: 

“Is our face red! 

“We don’t know whether our di- 
lemma was caused by leap year, 
sun spots, or inflation, but we do 
know that fully one-third of the 
more than 45,000 calendars dis- 
tributed by Dearborn this year have 
no July 30th. You might have a 
valuable collector’s item if we had 
only sent out a handful like this. 
However, there are thousands of 
short Julys in circulation, which 
makes this either a terrific glut of 
collector’s items or just a lot of in- 
correct calendars. We strongly sus- 
pect it is the latter. 

“Please don’t misunderstand us. 
We have nothing against Wednes- 
day, July, or Julius Caesar, for 
whom the month was named. We 
also don’t wish to antagonize the 
more than 400,000 
United States who have birthdays 
on July 30. It was just one of those 
‘bobbles’ that 
overnight and help account for the 


people in the 


turn printers gray 
ulcers in industry.” 

We added a note that if we let 
such a slip get by every generation 
or two, it was because we were con- 
centrating on our product .. and we 
followed this with a sales message. 
In a P. S. we invited the customer 

if he received a corrected cal- 
endar . With 


the mailing went a gummed strip 


to have a day on us. 


of appropriate size containing the 
30th and 31st to correct the un- 
lucky calendar 

The reaction was immediate and 
favorable. The mail piece drew so 
much customer comment that we 
drew a conclusion: 

The opportunity to turn disad- 
vantage into an advantage with a 
touch of humor and acknowledg- 
ment of the human tendency to err 
is almost tempting enough to make 


mistakes on purpose. 





The trend is UP 


A progress report on automotive and aviation 
and its basic medium... AUTOMOTIVE IN 


Now ... a $21.3 billion industrial field 


In seven busy years, the total wholesale value of the products 
made by the automotive and aviation industries has tripled! 
This nation-wide industrial field produces cars, trucks, buses, 
tractors, aircraft; their engines, parts, accessories, materials 
and production equipment . . . plus planes, tanks, tactical 
vehicles and other vital defense tools. 





Production worker total increases 43% 


Since 1946, the number of production workers in companies 
manufacturing vehicles, parts, aircraft, aircraft parts, tractors 
and engines has grown 43%, reflecting the expanding activity 
in the automotive and aviation industries. This vast industrial 
market in 1952, will buy over $11 billion worth of parts, mate- 
rials, supplies and production equipment ... and its purchas- 
ing power is increasing steadily. 


Circulation up 55% and still growing 
AUTOMOTIVE INDUSTRIES is subscribed to by over 14,500 


design, engineering, production, administrative and purchas- 
ing executives. Coupled with this healthy growth is its 
strict quality control, assuring executive-level readership. 
AUTOMOTIVE INDUSTRIES' quality coverage places your 
sales message before the buying teams of 3,124 automotive 
and aviation plants. 


36% greater editorial coverage 


Both in number of editorial pages and in new features, 
AUTOMOTIVE INDUSTRIES has expanded greatly its edi- 
torial service to automotive and aviation manufacturing 
executives. Clearly and completely, it reports all the latest 
news in automotive and aviation design, production, and 
engineering, keeping pace with the numerous developments 
in this multi-billion dollar market. 


Now, advertisers obtain a new high in selling impact . . . in 
depth of penetration of America's No. | industrial market 
with AUTOMOTIVE INDUSTRIES, the news magazine of auto- 


motive and aviation manufacturing. 


AUTOMOTIVE 
INDUSTRIES 


A CHILTON Publication 


CHESTNUT & 56th STS. 
PHILADELPHIA 39, PA. 
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jatalog services 


. to help you make it easier for your 
prospects to buy your products 


you can order these services separately, or 
in any combination, as your needs require 


yp Sew 


d e S | g nl plan, organization, dummies 


drawings, photos, engravings, 
type, printing, binding 


d | S t rl h U tl 0 n individually by mail, or pre-filed 





Sweet’s serves manufacturers whose products are specified or bought by the 
separate groups of individuals that comprise these five markets: 


product plant eneral industrial light 
engineering engineering uilding construction construction 


Sweet’s can give you expert help in getting 
the most out of your catalogs. You will get 
the benefits of our long experience in the 
development of new catalog techniques 


designers, produgfrs 


and distributofs of J 
a Sweet’s Catalog 
market-speciahzed 

catalags 














here is how Sweet’s can work for you 


based on first-hand knowledge of the buying 
practices and information needs of buyers in 
each of these five markets. 


Year after year Sweet’s handles more cata- 
logs than any other organization—currently, 
over forty million copies for 1,353 manufac- 
turers. 


Whether your problem is one of catalog con- 
tent and format, or of good printing at rea- 
sonable cost, or of catalog distribution to 
coyer your market effectively, or simply to 
get relief from a vast amount of time-con- 
suming work—you will find the help you 


You can order these catalog design, 
production or distribution services 
separately, or in any combination, 
as your needs require. 


catalog design — Sweet's design de- 
partment is staffed by experienced consultants, 
technical copywriters, artists and draftsmen. 
Your individual requirements, whatever they 
may be, receive individual treatment by men 
specially trained for this work. 
plan—consultation and analysis of products 
and markets; determination of catalog’s objec- 
tive, scope, content and distribution. 

rough dummy-—outline of content and format. 
finished dummy—complete content and for- 
mat specifications, ready for production. 


catalog production — Because of 
the great number of manufacturers’ catalogs 
handled, Sweet’s can offer the economies of 
quantity production with no sacrifice of quality. 


. = “ : 
need in the Sweet’s organization. Sweet's will take complete charge of the exe- 
cution of orders for any or all of the following: 
drawings, photographs, engravings, type com- 


position, electrotypes, printing and binding. 


The Sweet’s District Manager in your ter- 
ritory will detail these services in terms of 
your particular requirements. Call him in 


for a discussion of your catalog needs. catalog distribution —sweers 
services are available for either of two types of 
; catalog distribution—individual, or pre-filed—to 
New York 18—119 West 40th Street—LOngacre 3-0700 selected organizations and individuals repre- 
Boston 16—31 St. James Avenue—HAncock 6-0700 senting the bulk of the buying power in the 

manufacturing or construction fields. 
Buffalo 2—70 Niagara Street—C Leveland 8200 individual distribution—by purchase of lists 
Chicago 54—700 Merchandise Mart—WHitehall 4-4400 compiled by Sweet's, or by using Sweet's mail- 

ing facilities. 

pre-filed distribution—in bound, indexed 
collections (files) of manufacturers’ catalogs. 


This method has the advantage of keeping cat- 


Cincinnati 2—American Building—GArfield 2800 


Cleveland 15—1422 Euclid Avenue—CHerry 1-7256 


Detroit 26—548 Free Press Building—WOodward 1-2745 alogs instantly accessible at all times in pros- 
pective buyers’ offices. 


Los Angeles 17—1709 West 8th Street—DUnkirk 3-1177 
Philadelphia 7—1321 Arch Street—LOcust 7-4326 
Pittsburgh 19—411 Seventh Avenue—ATlantic 1-8220 


St. Louis 1—721 Olive Street—C Hestnut 7388 
FREE. This booklet, 


““Market-Specialized 
Catalog Services,” 
describes how Sweet’s 
services help manufac- 
turers improve the 
effectiveness of 

their catalogs. 


Service 








Ten steps to choosing 


a new advertising agency 


By Raymond P. Wiggers 


®@ FREQUENT SWITCHING from one 
agency to another is as unprofitable 
for the advertiser as it is for the 
agencies involved. Since getting the 
most out of a business relationship 
is what ultimately tells the story of 
your own judgment and abilities, 
let's assume that your interest . . as 
an advertising manager with full re- 
sponsibility for choosing your com- 
pany’s agency . . is in setting up an 
arrangement that will be durable. 

Maximum success in advertiser- 
agency dealings usually hinges on 
the initial agreement between the 
two parties to form a common ad- 
vertising team. It isn’t only a mat- 
ter of understanding what things 
are reasonably due one another. 
The crucial factor is your original 
choice. Much enters into the proc- 
ess of selecting an advertising agen- 
cy, but underlying this is one prin- 
ciple which you should follow faith- 
fully, like a compass in the wilder- 
ness 

Match weakness with strength 

The agency you pick should sup- 
ply what you lack. The foremost of 
its services must be in categories 
of the 
which you find yourself and your 


advertising operation § in 


department inadequate. Duplicated 
talents don’t add up. It does you 
no good to have an agency capable 
of brilliant performance in things 
which you are already handling 
well. On the other hand, to have 
an agency that bawls ‘em over in 
the places where your department 
is just limping along, is precisely 
what you want. 

However, do you actually realize 
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your strengths .. your weaknesses? 
Self-knowledge is the first funda- 
mental. Here are some ways to 
acquire that self-knowledge and to 


use it effectively: 


Be honest with yourself. . 
: find weakness, strength 


If you're strong, for example, in 
technical knowledge of your prod- 
uct and in copywriting, but weak 
in art techniques and market analy- 
sis, you should become aware of the 
fact. This awareness is the only 
reliable starting point in your selec- 
tion of an agency. What do you 
need? What don’t you need? 

A good idea is to make a list of 
agency services that would be im- 
portant to you, by devising a sim- 
ple, self-scoring system such as this 
one: 

Major strengths 

Technical knowledge of product 

Copywriting 

Merchandising techniques 

Trade show management 

Public speaking 

Program planning 

Major weaknesses 

Research & market analysis 

Art techniques 

Typography 

Production 

Space buying 

Photography 

Publicity experience & contact 

Obviously, no advertiser will ex- 
pect his agency to excel in every 
category. But you can and should 
determine which of these functions 
you will expect your agency to per- 
form 


Use scoring system, gage 
2. merit . . not personality 


Naturally, you will want to be as 
objective as possible in considering 
the merits of the different agencies. 
In early, exploratory stages, this 
will not be feasible. 
thing is to communicate your re- 


The important 


quirements to the agencies being 
considered. Don't oblige them to go 
to the expense of formidable pres- 
entations based on their assump- 
tions of your needs. Set up the 
first interview as an “educational” 
affair in which the agency will be 
carefully briefed on the product, the 
markets, the merchandising prob- 
lems, ete. 

You may permit a_ formalized 
presentation based on these specific 
factors at a later date, if you wish, 
but regardless of the method em- 
ployed, the experienced advertising 
manager will at all times control 
the course of the presentation. Re- 
main steadfast in your resolution to 
obtain complete answers to all 
questions you consider vital. Avoid 
being adroitly side-tracked by ir- 
relevant maneuvers! 

One of the best methods to insure 
this is through an objective system 
of scoring. (See sample _ score 
card.) This 
eliminate the distracting influence of 
personalities by rating in percen- 


device attempts to 


tage points those particular qual- 
ifications which the ad manager has 
decided he wants included in his 
You should do this in the 
exact proportion you consider them 


agency. 


essential to your program, remem- 
bering again to match strength with 
weakness. 

Such a system enables you to 
conduct interviews in a_ positive 
manner, making more probable that 
your selection will be “tailor-made” 
for the job at hand, and arrived at 
on the basis of merit. 


Supplement scoring with 
3. these strategic factors 


One of your big concerns is the 
speed with which your promotion 
will take effect and produce results. 
Not many 
passed by before competition has 
There- 


fore, the experience a prospective 


opportunities can be 


run away with the profits. 





agency possesses within your field, 
or related fields, should bear con- 
siderable weight upon its candidacy 
for the job. Industrial advertising 
in particular demands a familiarity 
of language and an understanding 
of basic problems which can not be 
acquired overnight. How much 
time can you afford to allow an 
agency before it earns its own way? 

Other questions which must be 
asked in the selection of the right 
agency include: 

Is this agency properly staffed in 
number and quality to carry out all 
the functions intended? 

Is it located near enough for reg- 
ular conferences, yet far enough 
away to avoid excessive contact? 

What are the prospects for con- 
tinuous executive attention from 
the agency? 

Will the resulting partnership in- 
crease the advertising department’s 
stature with management? 

Weighing these factors alongside 
the objective results of the score 
card, should result in a complete 
enough picture for you to make a 
sound business choice. 


Interview the prospective 
4. account executive 


Every partnership should begin 
with mutual confidence and com- 
plete candor. The best way to pre- 
vent subsequent friction between 
partners is to establish an imme- 
diate understanding in regard to 
(1) who is going to be assigned the 
account, (2) what authority does 
he have, (3) what experience does 
he possess and (4) how much time 
will he allot to the account. Ac- 
tually testing the prospective ac- 
count executive for personality, 
ability, initiative and “compatabil- 
ity” prior to accepting his assign- 
ment is a precaution that will pay 
you valuable dividends. 


5. Establish a fee system 


One of the peculiarities of the ad- 
vertising profession is the fact that 
advertising agency compensation is 
for the most part paid by a third 
party (through a commission re- 
bate) rather than by the “employ- 
er.” The advertising director “hires” 
an agency; the publications in which 
he advertises pay that agency. That 


is, the publication pays the agency 
out of the advertiser's pocket with- 
out the latter having anything to 
say about how much the agency’s 
services are worth. 

It is this very situation 
breeds inefficiency in agency per- 
formance, leaves the way open for 
dishonest practices and encourages 
a “get it for nothing” attitude which 
is contrary to the basic principles 
of free enterprise. 

Since little has yet been done to 
break away from. this 
practice, the advertiser is, for the 
present, obliged to consider the 
“illegitimate” commission as the ba- 
sis for any compensation agreement 
he may establish. 

If you are a large buyer of pub- 
lication space it is likely that your 
agency is well paid for the services 
rendered. In fact, you should 
evaluate the “net worth” of your 
account to the agency. Compare it 
with services performed. You may 
well discover that a lot more could 
be accomplished by your agency 
for the money received. In this case 


which 


senseless 


you are entitled to a larger return 
for the indirect payment you are 
making to the agency. Not having 
any control over the agency com- 
mission, you owe it to your com- 
pany to positively control the type 
of service obtained! 

If on the other hand the adver- 
tiser is a minor purchaser of space 

. and contrarily a large producer 
of catalogs, direct mail and man- 
uals . . it is likely that he is ex- 
pecting too much service for the 
monetary return. It is not a well 
known fact that agencies common- 
ly hesitate to bill their clients the 
total value for services performed 
in this category because the skill, 
time and effort expended in their 
preparation do not show up in the 
finished article. Few advertisers 
appreciate the full complexities of 
this type of job. Most are prone to 
consider reasonable costs as “ex- 
orbitant.” 

To be fair in such 
should carefully consider the scope 
of the functions assigned to your 
agency, determine the number and 


cases, you 


ntinued on page 129 





Agency: 


QUALIFICATIONS 


Technical knowledge of product 
Production techniques 

Art facilities 

Publicity experience & contacts 


Motion picture production skill 
Photographic skill 

Knowledge of typography 
Program planning 


TOTAL 


Total score rating 





Research & market analysis experience 


AGENCY 
RATING 


% RELATIVE 
IMPORTANCE 


30 
15 


















































Point System .. To match your weaknesses with 
mn ¢ Oo sult j 


card enables you to weig a1] 
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VICE PRESIDENT 


in charge of OPERATIONS 
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FACTORY SUPERINTENDENT 






MAINTENANCE 
SUPERINTENDENT 











A get into FACTORY — 


... because the Plant Operating Group 


is the toughest group for salesmen to see and sell. 


... and because FACTORY’s concentration 
on this group develops the penetration 


you need. 


FACTORY 


MANAGEMENT AND MAINTENANCE 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET, N. Y. 36 
ABC * ABP 
PRODUCTION CONTROL 


SUPERINTENDENT 


METHODS ENGINEER 








top 


a monthly im feature 


management 


forum 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 





Today's business climate good but. . 


it's secondary factor for new product 


Business executives generally agree that the economic situation today is favorable for 
introducing new products, but that this is secondary to other factors. To find that out and 
to learn what those other factors are, Industrial Marketing asked top executives these 


questions: 


What factors, or combination of factors, do you consider the most important prerequisites 


to introducing a new product? 


Do you think the general business climate now or in the near future is favorable for in- 


troducing a new product? For what reasons? 


Have you introduced any new products in the past two or three years? What factors 
governed your decision? What results were achieved? (For instance, what per cent of 
total sales does the new product account for, or has the new product increased total sales 
and by what per cent?) Were there any other benefits? Here are some answers: 





® WHEN INTRODUCING a new product 
there are several factors to be con- 
sidered, such as: salability, distri- 


bution, competition, price, selling 
and promotion, legal and related 
problems I consider  salability, 
competition, selling and promotion 
to be the most important factors 
In other words . . does the new 
product meet a current or new need 
of our customers? Will that need 


continue? Does the new product 
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have features that will meet and 
overcome current or anticipated 
competition? Can we maintain re- 
search that will keep our product 
in the forefront? Do we_ know, 
within reason, what it will cost to 
promote and sell our new product? 

I believe that the general busi- 
ness conditions, now and in the 
near future, are favorable to in- 
I say this 
because men in our market . . the 


troducing new products. 


metal-working industry .. are 
again considering production costs 
They are eager to 
investigate carefully those products 


more seriously 


which show possibilities of helping 
reduce production costs. 
Scully-Jones has introduced sev- 
eral new products in the last two 
or three years. The factors that al- 


ways governed our decisions were 
. salability and competition. If the 
product met a real customer need 
and had the features to sell it in a 
competitive market, then we went 
ahead. Our results, from introduc- 
ing new products, have been very 
good. They have helped us satisfy 
customer requirements, increase to- 
tal sales, keep production facilities 
operating at full capacity, and round 
out our line of tools and services 
for the metal-working industry. 


H. M. Berner 


® THREE MAIN factors influence our 
decisions in introducing new prod- 
ucts in the hospital field. The most 
important of this trio is the prob- 
able attitude of hospitals toward 
accepting the new product. For that 
reason we frequently place samples 
in select typical hospitals to test the 
product and determine probable 
market attitudes. At the same time, 
we appraise similar products cur- 
rently in the field. 

Secondly, is there a large nation- 
al volume potential for the new 
product? Thirdly, will profit mar- 
gins be large enough to make it a 
worth while addition to an already 
large line? Favorable answers here 





eAnnouncing: 


APPLIANCE 
MANUFACTURER 


the dynamic new magazine for 
the men who make the management, 
design, production and purchasing de- 
cisions in America’s fastest growing 


industry — Home Appliances. 


Here for the first time this great mass 

| production industry — manufacturers 
of electric, gas and oil appliances — 
will be served by its own specialized 
publication. 


KING SIZE FORMAT 
USES STANDARD PLATES 
If you want to tap the massive purchas- 


ing power which feeds today’s stream- 


Get the advance dope on lined production of home appliances 


WHO! you will want to know more about 


WHY! 
How: APPLIANCE MANUFACTURER. 


WHEN! 





WRITE TO: 
BOX 457 


INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11, Ill. 
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are strong influences in deciding 
whether or not American will in- 
troduce the new product 

Of course, timing is an important, 
but secondary, factor in introducing 
a new product. The current busi- 
ness climate, for example, is par- 
ticularly favorable. While our com- 
pany is not generally concerned 
with business trends, we feel it is 
an advantage to concentrate on 
new items when business is “soft.” 
Given a good new product to intro- 
duce, salesmen are likely to work 
harder and produce better. This 
naturally adds to our over-all vol- 
ume, and if we are the manufacturet 
as well as the distributor, produc- 
tion of the new product helps keep 
our factories busy 

In the final 
American is constantly developing 


analysis, although 
and adding new products to its line, 
it is the year in and year out re- 
peat orders for hospital “staples” 
that make up the bulk of our busi- 
ness. With few 
products account for a very small 


exceptions, new 


percentage of our over-all volume. 

Generally, it is difficult to get a 
wholly new idea or product ap- 
proved and in wide use in a justly 
cautious and field. 
Therefore, in cases, new 
products serve American as prestige 
leader factors and the company fre- 
quently introduces new _ products 
which have outstanding potentials 
as life-saving or diagnostic devices, 
in spite of the fact that convincing 
indications exist for believing that 
such products will have long de- 
acceptance (small 
negligible 
direction, 


conservative 
many 


layed general 
volume) and_ almost 
factors. In_ that 
procedures are 


profit 
American’s gov- 
erned by what we call “moral ob- 
ligations” to the field we serve 
rather than the more generally ac- 
cepted profit motives common to 


most other businesses 


Stevens H. 
Hammond 


| 


@® WE BELIEVE the most important 


single reason which should underlie 
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the decision to introduce a new 
product should be the capacity of 
that product to render a needed 
service either in an improved man- 
ner as compared to existing prod- 
ucts or perhaps to render a service, 
the need for which has thus far 
been unfilled. 

Naturally, there must be present 
at the time such a decision is made, 
the ability on our part to produce 
and sell the product at a profit. 

We think the general business 
climate now is favorable for intro- 
ducing a new product. In fact, we 
think the general business climate 
is almost always favorable if the 
product is of sufficient merit. If 
times are good, then the introduc- 
tion of the product will have the 
effect of holding the line against a 
tendency of costs to increase and 
of increasing the productive capac- 
ity of available facilities. 

If times are not so good, then 
the introduction of such a product 
will help to reduce costs and stim- 
ulate business activity. In both in- 
stances, the effect is to strengthen 
the general economy as well as to 
benefit ourselves. 

We have recently introduced two 
new products which we feel meet 
the above qualifications. One, our 
Whiting Trackmobile, a jeep-sized 
railroad car switcher, received 
wide-spread publicity at the time 
of its introduction, including prom- 
inent mention in an article entitled 
“How Six Industrial Advertisers 
Introduce New Products” on page 
40 of the May, 1951, issue of rnpus- 
TRIAL MARKETING. The second new 
product we have introduced in re- 
cent years is our Trambeam Over- 
head Materials Handling System. 

Perhaps the best evidence of the 
qualifications of both of these prod- 
ucts is in the fact that combined, 
they account for approximately 18% 
of our current sales which, even 
without this boost, are running at 
all-time record levels for our older 
lines of products 

While we still feel that the great- 
est benefit derived from the intro- 
duction of these two products has 
been their strengthening of indus- 
try in its need for defense against 
rising costs and the achievement of 
greater production with existing fa- 
cilities, there has also been the 
benefit to our company in the fact 


that the sale of these products has 
broadened our market by increas- 
ing the number of industries in 
which we count our customers. 


William Mazer 
Executive 


® THE SUCCESSFUL introduction of a 
new product is the culmination of 
preparatory efforts of planning and 
development by our production, 
purchasing, merchandising 
and advertising departments. 

When a new product is conceived 
it goes through a gestation period 
during which every department 
contributes toward its development 
and introduction. In our company 
this is coordinated through our 
product-development committee, 
composed of a representative of top 
management and the departments 
mentioned above. Our advertising 
agencies are invited to offer their 
suggestions and prepare a proposal 
for market research and market in- 
troduction of the new product. De- 
spite all of our modern technology 
and marketing knowledge it has 
been stated that, “it still takes nine 
months.” Some products have been 
nurtured for years before being in- 
troduced. Others were put out in a 
matter of weeks. 

We consider a number of factors 
before introducing a new product. 
Among these are: 

1. Competitive conditions 

2. Production costs 

3. Demand for the product. Does 
it fill a need? 

4. Most important . . Can we pro- 
duce a quality product at a price 
which our customers can pay? 

5. Can the product be marketed 
through our existing sales force? 

Economic conditions are not a 
major factor in our estimation. A 
weak market calls for “something 
new” in order to stimulate sales. A 
seller’s market, on the other hand, 
affords a wonderful opportunity to 
capitalize on an existing market. 

During the past few years we 
have introduced three new products. 
These account for 17 to 20% of our 


sales, 





GREAT By-PRODUCT 


Cngincering lea! 
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PRODUCT PROMOTION 
—with prestige 


Proceedings of the LR.E publishes 

electronic advances-—years ahead of 

the times, 22,334 engineers all over 
the world watch, read and work with the 
engineering and research papers given in 
full, unabridged form in this practical maga- 
zine—recognized as the authentic and ac- 
curate reporter of the development of a 
great industry. 


This publication is also used as an up-to- 
the-minute text book by more than 8,000 
engineering student members in technical 
schools. 


Last year 264 authors contributed 1,480 
pages of research and applied engineering 
on every phase of audio, radio, television and 
electronics—a word count basis the equiva- 
lent of five textbooks of 576 pages each. 


Supported by this vital reader interest 
background, 207 advertisers have found “Pro- 
ceedings of the I.R.E” a powerful medium 
for product promotion—with the prestige 
of association to the quality journal in its 
field—a way to reach the best brains in an 
industry where knowledge controls buying. 
To SELL the Radio Industry, TELL the 
Radio Engineers. 











matitute of Radio Engineers 


DIRECTORY 1950 


a 


PRODUCT REFERENCE 
—with effective economy 


IRE Radio Engineers 
Directory 


Insuring that the unknown prospect can 
find your product is the first and most funda- 
mental job of your advertising. A campaign 
should start with Directory advertising as 
its primary “buy.” Place your product facts 
where they can be easily found by the 
prospect you don’t know about. 


Sometimes this unknown buyer is right 
in a firm you have covered well personally 
or are now trying to sell. Engineers know 
how to look up facts—prefer to make deci- 
sions themselves without sales pressure. 
22.334 electronic engineers will receive and 
use the IRE Directory (Yearbook). One ad 
works a whole year, 


3,003 firms provided reports to make our 
company and product indexes complete. 
Ours is a 3-in-one Directory listing 22,334 
IRE engineers, 3,003 firms and thousands 
of products in 76 engineering product 
classifications, 


PRODUCT PRESENTATION 


—manufacturer meets engineer 
at the Radio Engineering Show 


The Radio Engineering Show and Con- E 
vention have been an annual pre- [3°] 
sentation for the last five consecu- Bs 
tive years. This show and convention have 
become firmly established as radio’s great- 
est market place, where 22,919 engineers 
meet 277 manufacturers. 

Bringing buyer and seller face to face to 
discuss engineering needs and product per- 
formance is one of IRE’s great services to 
an industry where understanding is the key 
to progress, 

Every year during the month of March, 
in Grand Central Palace, New York, manu- 
facturers find that they meet and demon- 
strate products to more engineer buyers in 
four days than they could cover in months 
of hard and expensive travel and call work. 
These exhibits cut selling costs. The show 
completes with actual product presentation 
the balanced promotion package of “Pro- 
ceedings of the I1.R.E” for product promo- 
tion and the Radio Engineers rectory 
for product reference. 


CATALOG INSERTS—Complete <cotaleg inserts 
from 4 te 32 poges are accepted (as well as 
all standard units of space). These insert rates 
ore so ical they lo with pestoge. 
Ask us for IRE's catalog insert pion. 





The Institute of Radio Engineers ,.,.,...4 4913 


303 West 42nd Street, New York 36, N. Y. 
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Third Name in 50 Years. . 





Flexonics 








Flexonics tells why and how 
to promote mew company name 


By Mark Reinsberg 


® HAS YOUR COMPANY outgrown its 
name? Is it worth changing it to 
another that will better serve your 
marketing, promotion needs? 

It can cost you tens of thousands 
Your sales department may need to 
make There's the 
danger of confusing your customers 
You'll 


will take time, perhaps more than 


an adjustment 
have to advertise. And it 
you realize, to put into effect 


difficulty of a 


change should be in itself a factor 


The very name 
decision. The experience 
Maywood, Ill : 


which changed its name this year, 


in your 
of Flexonics Corp., 


will help you both in deciding on a 
change and, once decided, in making 
the transition 

Flexonics is a major manufactur- 
er of components for large volume 
manufacturing industries, including 
aircraft and automotive Being 
large and complex (six manufac- 
turing plants, eleven field offices, 
plus a regional warehouse), it had 
to deal 
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with most of the serious 


problems attending any company 
name change 
Yet the company had 


kind, 


changed its name not once but twice 


previous 


experience of this having 


in the past 15 years. It was founded 
in 1902 as Chicago Tubing & Braid- 
ing Co. In 1937 it became Chicago 
Metal Hose Corp 


ing its 50th anniversary, the name 


This year, mark- 


Flexonics was adopted 

There were, of course, sound rea- 
Fast expan- 
dictated 


sons for each change 
sion and_ diversification 
them 
After 
a gas appliance hose, the company 
began prior to World War I to man- 
ufacture other types of “convoluted 


starting with one product, 


then expansion 
1930's 


after its first name change had taken 


flexible metal hose,” 
joints, and late in the 
place stainless steel and brass 


bellows, complete bellows assem- 
blies and automobile thermostats. 
The new name was already out- 


dated when World War II began. 


What to do when you change 


e: a checklist 





your Y 





Brochure & announcement mailings to . . 


Advance publicity . . 


news releases to. . 


¢ m 


Necessary changes. . 


Other items of expense . . 


t ads 





Then the company went into the 
production of aircraft components, 
such as assemblies for reciprocat- 
ing engines, and later into cross- 
ignition tubes and other components 
for jet engines. 

The name, Chicago Metal Hose 
Corp., was hopelessly insufficient as 
a label for the company’s activities. 

In 1950, members of the adver- 
tising, sales and sales promotion de- 
began discussing the 
problem. Their selling and promo- 
tional efforts were hampered by the 
All was well for the orig- 
metal 


partments 


old name. 
inal line of products, the 
hoses, which were adequately re- 
But metal hoses were 


26 


flected by it. 


























PUBLICATION OF THE AMERICAN SOGIETY OF TOOL ENGINEERS, 
ASTE BUILDING, 10700 PURITAN AVENUE, DETROIT 21, MICHIGAN 


ABC Circulation—over 20,000 members of the ASTE 
Advertising pir issue—over 50% increase in past six months 
Home Recdership—over 80% (by individual request). 














editorially 
— 


Research Institute Off to Great Start 


® Visitors from other countries are constantly 
amazed that there are so few business secrets in 
the United States. Both through their business 
press and their trade associations, American busi- 
ness men constantly exchange information and 
ideas on how to do things better. That this at- 
titude of cooperation and mutual helpfulness has 
been largely responsible for the rapid and con- 
tinued progress of American industry there is no 
room to doubt. 

These thoughts are suggested by the success of 
the project launched by the National Industrial 
Advertisers Association during the presidency of 
Bennett S. Chapple, Jr., of U. S. Steel Co., which 
culminated at the Chicago conference of NIAA in 
the formal organization of the Industrial Advertis- 
ing Research Institute. Advertisers, agencies and 
publishers participated in the formation of the In- 
stitute, through subscriptions to the fund neces- 
sary for its establishment, so that in a relatively 
short time what was simply an idea in one man’s 
mind has become a reality. 

Industrial advertisers learned several years ago 
that they can do many worth while things jointly 
which are difficult to accomplish alone. An. in- 
formal group participated in a research on the 
subject of the value of repeated advertisements, 
demonstrating that in most cases there is little loss 
of readership when ads are used more than once. 
This is the type of practical, useful information 
which the new Institute will no doubt be able to 
provide for the benefit of its subscribers and the 
industrial advertising world in general. 

A great deal of research has been done in re- 
cent years by individual advertisers and publish- 
ers, as well as through the Advertising Research 
Foundation, which is supported jointly by the As- 
sociation of National Advertisers and the Amer- 
ican Association of Advertising Agencies. In view 
of the special problems of industrial advertisers, 
there is plenty of room for the new Institute to 
function, without duplicating in any way the fine 
work now being done by the ARF. In fact, there 
may be opportunity for effective cooperation be- 
tween the two organizations. 

With the high standing of the trustees who have 
been elected by the subscribers to administer the 
Institute, we feel confident that it is off to a long 
and useful career, in which it will pay handsome 


speaking 





dividends to those who are making investments in 
this new service for the improvement of industrial 
advertising and marketing. 


Industrial Distributors’ Advertising 


One of the blind spots in the industrial adver- 
tising and marketing world has been the relative 
lack of advertising and promotion activity on the 
part of dealers and distributors selling to indus- 
try. Many of them are successful merchandisers, 
and most of them show interest in using promo- 
tion material prepared by the manufacturers 
whose products they sell and service. 

But while many distributors, such as the mill 
supply houses, have catalogs and other data help- 
ful to buyers, few houses do the kind of promo- 
tion job which makes them outstanding in their 
local and regional fields. If they were as promo- 
tion-minded as many of the manufacturers with 
whom they are affiliated, the sales results would 
be much more satisfactory for all concerned. 

That manufacturers are getting into the picture 
from the standpoint of assisting local and regional 
dealers and distributors to do a better advertising 
job was demonstrated by the report made recent- 
ly by H. J. Masuhr, of Allis-Chalmers, to the As- 
sociated Construction Publications. He told of the 
work which the tractor division of this big and 
successful company is doing in supplying adver- 
tising material to its tractor dealers, and in en- 
couraging them to run not only the ads prepared 
by the factory, but also advertising which reflects 
their own activities and facilities for service. 

Some of the advertising placed by dealers fea- 
turing manufacturers’ products is no doubt on a 
cooperative basis, and many successful coopera- 
tive campaigns, paralleling those in the general 
field, have been run by industrial distributors. 
But the latter are often big and important enough 
to have their own promotion departments, and to 
advertise their businesses as such, and not merely 
as the local outlets for nationally advertised in- 
dustrial products. 

The better the job the dealer and distributor 
selling to industry do, the better their service to 
the manufacturer and the industrial buyer will be. 
The manufacturer can take the lead in stimulat- 
ing interest on the part of the dealer in advertis- 
ing, while at the same time giving him the desire 
to do a good job on his own. 
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employe communications 


public relations 


Travel and Training . . ! 


is 


by Robert Newcomb 


and Marg Sammons 


company magazine staff alert 


® THE CARTER hotel in Cleveland 
recently was the scene of an un- 
usual conference. It was a two- 
day refresher course and social joy- 
fest for 42 people who are identified 
with the production of the employe 
publication of Pittsburgh Plate Glass 
Co.'s, “Pittsburgh People.” 

Hotel guests might well have ob- 
served that it is a rare thing in- 
deed when a thinks 
enough of communication with its 


company 


employes to stage a round-up of its 
contributors, and grab the check 
for their education and enjoyment. 
To many companies, the corre- 
spondents or reporters of the com- 
pany journal are plant level hacks 
whose contribution to industrial 
amity is of no consequence. 
Pittsburgh Plate Glass doesn't 
figure things that way. This is the 
third time in six years that the 
demon- 


company has_ concretely 
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strated its affection for and appre- 
ciation of its plant reporters. Fol- 
lowing a physical and editorial mod- 
ernization of “Pittsburgh People” a 
few years ago, the public relations 
director of the company . . Guy 
Berghoff . . authorized a four-day 
training course for reporters at a 
journalism school, and when the 
business and social ceremonies had 
been completed, the reporters re- 
turned to their “beats” and pro- 
ceeded to help the editor build one 
of the truly great employe publica- 
tions in the land. 

As practitioners in employer- 
employe communication know, you 
can pack a lot of meat into a two- 
day parley on editing problems. A 
thorough look at what’s new in in- 
dustrial editing, plus explanations 
of current methods were covered 
at a conference set up by Norman 
L. Park, Pittsburgh's manager of 
publications: 


BA 


Industry’s relations with 
Employes/ Stockholders 
Distributors/Suppliers 
Neighbors 





Front Covers .. The group heard 
all about front covers, learned that 
few are accidents, few come over 
the desk unexpectedly. They found 
out that the good ones are generally 
planned. The reporters heard the 
editorial topics bracketed, that mes- 
sages on the national economy and 
free enterprise must have a com- 
pany tie-in, so that the material is 
localized. The editors, in a publica- 
tion whose general section runs 24 
pages, give from four to eight pages 
to the lead article; a secondary story 
may run from three to five pages. 
A large (Life-size) picture tabloid 
magazine, “Pittsburgh People” gives 
70% of its space to pictures, 30% 
to text. The editors always try to 
carry a personality feature, and 
whenever possible, the articles 
themselves have strong emphasis 
upon company people. 

Here are possibly 
helpful editorial slants, of interest 
principally to those in supervisory 
roles in communication or actually 
at industrial editing desks: 


some more, 


All-Plant Stories . . General sec- 
tion stories (as distinguished from 
sectional insert stories of specific, re- 
stricted circulation) are all cleared 
before publication, both at the unit 
concerned and at the general office 
in Pittsburgh. These approvals are 
secured, not after the copy goes into 
type but in the typewritten stage. 
Therefore, when final approval is 
sought, the official giving it knows 
that the story has been read by all 
parties concerned, is factually cor- 
rect, and needs a reading only from 
a policy point of view. 


Back Covers . . The publication 
used back covers on economics sub- 
jects, and these are described as 
the “hardest thing in the magazine 
to write, illustrate, and get ap- 
proved.” The editors acknowledge 
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TRAFFIC WORLD and Transportation Supply News 


gives Greater Impact 
because of these Affiliated Services 


Daily Traffic World 





F.M.B., C.A.B., various other government 
departments and the congress. 


Traffic Bulletin 


A week-by-week report 
of changes in rates as 
initially proposed, ab- 
stracts of all freight 
tariffs filed with the 
regulatory agencies, and 
action of the latter re- 
flected in suspended tar- 
iffs, fourth section ap- 
plications and petitions 
Published every Saturday, 


Book Service 





A complete library service for executives, 
teachers and students, offering a wide se- 
lection of books concerning the entire 
field . . . including not only books pub- 
lished by The Traffic Service Corporation, 
but also those of other leading publishers. 


While Traffic World 
weekly is published ev- 
ery Saturday, Daily 
Traffic World is pub- 
lished Monday through 
Friday, except on holi- 
days. A high subscrip- 
tion price daily, it pro- 
vides a complete daily 
report of all traffic and transportation 
news. No advertising is carried. Daily 
Traffic World is published in Washington, 
D.C., at the end of every business day. dog’ for many subscribers at the I.C.C., 


EDUCATIONAL DIVISION 


universities, colleges, traffic club study Nation-Wide Extension Training 
groups, and the like. 


Watching Service 


This service includes the personalized 
reporting of detailed information about 
particular matter which is not possible to 
publish. This department acts as a “watch 




















are included. 


Educational Division of The Traffic Service 
Corporation ties together the College of 
Advanced Traffic and the Academy of Ad- 
vanced Traffic—advanced in course content, 
teaching methods, and training—devoted 
solely to a single subject of transporation 
and traffic management. 


Material Extensively Used 

Transportation and traffic management train- 
ing of the Traffic Service Educational Divi- 
sion is recognized and highly regarded by 
leaders in the industry. Not only is it 
taught via resident training, via extension 
courses, but also it’s being used by over 70 


The same resident training in four key cen- 
ters is available the country over by cor- 
respondence. Thousands of men and women 
avail themselves of extension training offered 
by the Extension Division of the College of 
Advanced Traffic out of the Chicago office. 





EDUCATIONAL 
DIVISION 


Four Resident Schools 

The College of Advanced Traffic maintains 
resident schools in Chicago and Detroit, 
while the Academy of Advanced Traffic 
operates schools in New York and Philadel- 
phia. 





Write for additional information on the educational division 
or for copies of ovr publi N bli 





ature items published. 45,000 monthly 


Traffic World and Transportation Supply News are part of a family of services of 
coverage—CCA circulation. 


The Traffic Service Corporation — America’s only organization devoted solely to 
traffic and transportation management publishi and ed i Advertisers in 
these two publications get a greater impact because of these closely tied-in affiliates 
— a setup not in publishing generally. 











Traffic World 

The traffic and transportation news mag- 
azine, published every Saturday, consist- 
ing of news reports of legal, legislative 
and regulatory developments affecting 
all carriers, as well as of general trans- 
portation news, supplemented by feature 
articles dealing with the handling of 
practical transportation problems.  Cir- 
culation is ABC—over 9,000 paid. Sub- 
scription price, $24 a year, 90% renewal. 


Transportation Supply News 

Reports new developments in equipment, 
supplies and materials for users of trans- 
portation services as well as all carriers. 
This tabloid monthly was founded in 
1945 and has shown consistent gains in 
advertising volume. TSN’s easy-to-read, 
easy-to-reply-to format assures tangible 
results from sales producing inquiries. 
Product items well illustrated.  Liter- 





THE 
TRAFFIC SERVICE 
CORPORATION 


Founded 1907 


State-Madison Building 
22 West Madison St., Chicago 2, Ill. 


SAN FRANCISCO 3 
821 Market St. 


NEW YORK 17 
253 Broadway 
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THIS DROP of petroleum 





... it may drive your car 


.. decorate your home 


...or dress your wife 








now means TWO great 
industrial markets 


... now completely covered by ONE publication designed 
to serve both the refining and petrochemical fields 


Once chiefly the source of fuel for your car, petroleum now supplies the chemicals 
for everything from plastics to textiles, from detergents to soil restorers. 
In fact, you can hardly wake to a new day that does not find the booming petro- 
chemical industry bringing new comfort, convenience or economy into your life. 
etroleum Processing is the magazine that has been fully alert to the progress of 
this youthful industry growing up within an industry. It has been edited on a dual 
basis, for those engaged in petroleum refining and for those pioneering in petrochemistry. 
Now, with its special monthly Petrochemical Processing Section, it serves this 
sensationally expanding field to a greater degree than any other single publication. 
As an advertiser in Petroleum Processing, you can reach this twofold market which, 
according to the U.S. Department of Commerce, exceeds all other industrial markets 
in dollar expenditures for plant expansion in 1952. You can have the attention 
of more than twelve thousand key men; the opportunity of selling this group slated 
to spend billions within the next few years. 
Write today for the current and complete list of petrochemical! plants, yours 
without obligation. Start your salesmen calling. Back them up with an 
advertising schedule in the only magazine that can give you adequate coverage of 
both the refining and petrochemical fields. 
Petroleum Processing, 1213 West Third Street, Cleveland 13, Ohio. Offices in 


New York, Chicago, Philadelphia, Houston, San Francisco and Los Angeles 


PE TROL lu 
AE ¢ 
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Petroleum Processing 


A Platt Petroleum Publication 
FOR THE MEN WHO ARE MAKING MIRACLES WITH PETROLEUM 


NB PRCA, 
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mani ome 


stn 6: Biba. 


asap 


this to be the “least read page, but 


we have higher editorial reader- 


ship than newspapers.” 


Local Inserts . . The Pittsburgh 
Plate Glass magazine has separate 
inserted sections for various areas 

an insert might cover one or two 
plants, or it might cover several in 
related fields. Four years ago these 
local pages totaled 32-36 pages per 


month, while the total now is 55-60 
pages. 

One of the Pittsburgh reporters, 
who is located in his local plant's 
industrial relations department, 
made a talk on the role of “Pitts- 
burgh People” in the personnel pro- 
He pointed out that, prior to 
magazine 
em- 


gram. 
its modernization, the 
“had no 
ployes on an employe level, and 


direct material for 





Communications man of the month.. 


His credo: develop a business cause, 
. and fight for it 


rally workers to it . 


Alfred L. Hammell . . Ra 


® ALFRED L. HAMMELL is president 
of the Railway Express Agency, and 
like 


business 


when he doesn't something 
that’s 


as a tightening of government con- 


going on in (such 
trols), he doesn’t confine his cam- 
paigning to the club lounge. He 
gets fighting mad, rolls up his 
sleeves and swings into action. 
For some years the losses in the 
parcel post division of Uncle Sam’s 
mails have been shouldered by the 
taxpayers as a whole, but Railway 
Express is the one agency that par- 
ticularly took the rap, since par- 
cel post in large packages came into 
direct with 
The competition was somewhat un- 


competition express. 


fair, since the government can shrug 


off a loss; REA, as a private enter- 
prise, can't do that. 
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President Hammell squared off 
for a campaign to get the govern- 
ment out of the “freight” business 
by limiting the size of parcel post 
packages He took the 
straight into Washington, where he 
had the full cooperation of the rail- 
way unions, and tore away at the 
inequity of the arrangement. More 
than that, he into communi- 
cation in high gear, through lather- 
ing up the agency’s own employes. 


matter 


went 


“If your company has a good cause,” 
he said in effect, “give your em- 
ployes the opportunity to fight it 
alongside you.” 

Truck drivers of Railway Express, 
salesmen, clerks, maintenance men 
rallied to the Even when 
victory President 
. he and 
his associates launched a gigantic 
new sales campaign, designed to re- 


cause. 
was assured, 


Hammel didn't let down . 


coup the agency’s business diverted 
The 
campaign involved, first and fore- 
most, mass meetings of all REA em- 
Week after week the ex- 
ecutive group journeyed around the 


over the years to parcel post. 


ployes. 


country, talking, urging new busi- 
The president dreamed up a 
tabloid, called 
“News of Progress” for his sales 
Business has climbed stead- 
ily from the beginning. 

The be that if 
you've got a cause, get out and talk 
it up. An outfit good enough to 
work for is good enough to fight for. 


ness. 


lively new sales 
force. 


moral seems to 


very little economic material or in- 
terpretive copy.” He noted that the 
old publication was “above the level 
of the average employe.” The new 
format, he pointed out, is slanted for 
believability by the employe. It 
emphasizes economic facts in sim- 
ple terminology; it keeps its news 
as local as possible and is slanted 
to a shop I. Q. 

“It gives recognition,” he said; 
“to the individual worker on the 
job, in this way personalizing the 
company to the employes.” The 
speaker underscored the fact that it 
is the plant reporter who helps the 
editors at headquarters keep the 
audience in mind. 


Hunt for News . . One phase of 
the “Pittsburgh People” 
confab was devoted to sources of 
material. Out of it came many an- 
swers to the befuddled correspond- 
ent’s question: “Where does news 
come from?” By 
comes from the local newspaper, for 
one source. Reporters were re- 
minded that the daily paper often 
gives “leads,” that newspapers are 
generally cooperative in supplying 
photos. But reporters also ac- 
knowledged that the good plant re- 
porter is a hustler who should be 
digging up leads of his own and 
passing them along through proper 
channels to the local newspapers. 

Other sources of information were 
described as the insurance clerk at 
the plant, who has his finger on 
news of births, deaths, engagements, 
accidents, weddings. The person- 
nel manager, it was noted, has many 
records of all types. The publica- 
tion has news item boxes situated 
in convenient spots around plants. 
Reporters look to local top man- 
agement for news, to supervisors, 
to social groups and plant clubs and, 
naturally, to individuals all around 
the plant. “There’s plenty of news 
in our plants,” the reporters agreed, 
“but you've got to get out and hustle 
for it, and you've got to have a sys- 
tem that encourages people to bring 
it to you as well.” 


reporters’ 


agreement, it 


Reporting Taught Here . . The 
editors have already prepared a re- 
porter’s handbook, a compact and 
useful directory of information, and 
this has since been modernized. 
Some plants have local handbooks 
en ee ee 133 
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Sell the vital 
double market 


THE LABORATORY MARKET— but part of the double market 
served by INDUSTRIAL LABORATORIES magazine—will 
account for an estimated expenditure* of $2,930,000,000.00 
in 1952. This ever growing amount will be spent by the 
Laboratories of Government, Industry, Universities, Inde- 
pendents and Pilot Plants testing and perfecting their results. 
Their purchases will include apparatus, equipment, instru- 
ments, components and services. 


THE MANUFACTURING MARKET— dependent on these Labora- 
tories for new products, processes, developments ard specifi- 
cations puts these results to practical application on large 
Scale Production Runs, Because materials and components 
approved at the Laboratory Stage stay in the Production Line 
Stage, the Manufacturing Market is the other part of the Vast 
Double Market served by INDUSTRIAL LABORATORIES 


magazine. 


SELL WHERE SALES START—sell to the Industrial Scientists, the 
men who conceive, develop and design new products—find 
new applications for your materials and components, put the 
seal of approval on them for production runs. Sell these men 
today for your products acceptance tomorrow! 


National Advertisers bought 231 more pages of advertising in 
INDUSTRIAL LABORATORIES magazine in the first six 
months of 1952 than in the same period of 1951, This 93% 
increase in paid space is strong testimoniai to the vitality and 
importance of this vast double market and our ability to reach it. 


*Source: R h and Devel Board 
Department of Defense. 
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201 North Wells Street, Chicage 6, Illinois 
Financial 6-1026 





LABORATORIES PUBLISHING COMPANY 


THE KEY TO THE MOST INACCESSIBLE DOOR IN INDUSTRY 
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HERE'S AN INQUIRY FOR YOU 


re PUBLICATION: 


2/27/s2 


Nome J. 5. Morgen Position 


Address All American Products Co, - 224 State Street Address 


City and Stote Toledo, chio 
This porty is interested in 


which wes advertised in Digest 


Will you please send attached copy to salesman. We want you to send us his 
report when you receive it. inquiries are one measure of evaluating advertising 


Help us do a better job for you. 


Pine Seented Lustrecleen 


WEST DISINFECTING CO. 


UPON 


| Cleveland 
a). 2/27/52 


Plant Mgr. Name 4, 5, Morgan 


which was advertised in 


Advertising Oeportmem 





HERE'S AN INQUIRY FOR YOU 


evree PUBLICATION 


Al) American Products Co, - 224 State Street 
City and State Toledo, thie 


This porty is interested in 


bee tease Write Report of Your Call on Back of This Sheet and Return to Bra 

Ads produce inquiries. By your call and report, our Advertising Department 
will i which inquiries produce business and thereby con help ivdge the value 
ofa zine. Every advertising dollar directed to the proper magazine in each 


ineiry will help you sell more goods. 


SALESMAN COPY 


Cleveland 
BRANCH 


Position Plant Mere 


Pine Scented Lustreclean 
Digest 


WEST DISINFECTING CO. 








1. 


West inquiry system attracts 


salesmen’s interest 


By T. Z. Van Raalte 


To handle inquiries right, you must (1) 
pull the right kind of inquiries, (2) service 
the inquirer fast, courteously and to his 
satisfaction and (3) get the sales staff to 
use the inquiries and convert to sales. A 
big order. 
nion analyzed points 1 and 2, including 


In the June issue, John Man. 
what to offer. how to give it away fast. 


Herein is another system for giving the 
inquirer fast service and for getting the 
sales staff into action. Next month, in an- 
other article on these problems, Industrial 
Marketing will reveal results of a new, 
exclusive study showing how major in- 
dustrial advertisers are falling down on 
the job of answering inquiries promptly. 





® WE MAKE NO BONES about want- 
ing our ads to produce inquiries 

With 400 specially trained sales- 
men operating out of more than 50 
branch offices in principal cities 
throughout the U.S. and Canada, 
we need advertising that produces 
results. The question, “What is our 
advertising doing for me?”, is up- 
permost in the minds of all sales- 
men 

Our salesmen cover virtually 


every county in the U.S. and Can- 
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ada, selling directly to industries 
and institutions, products for the 
promotion of sanitation. The line 
is hardly what you would call one 
of glamorous packaged items, but 
it is highly profitable to the sales- 
man who builds up a backlog of 
accounts who call on him repeated- 
ly throughout the year for 55-gal- 
lon drums of cleaners, soaps, dis- 
infectants, deodorants, insecticides 
and waxes. 

Our sales force, like all others, 
welcomes sales leads. It has al- 
ways taken a long time to build up 
good will; the good will derived 
from profitable sales leads takes a 
long time to mature 

On the other hand, if sales leads 
do not produce, it takes no time 
at all for salesmen to establish a 
“mental block” against following in- 
Sales leads which fall flat 
are costly to the salesman and, most 


quiries 


significant, they are discouraging. 
If a salesman is sent on only a few 
wild goose chases, it is not long be- 
fore all inquiries take on the same 
malignant outward appearance; and, 
only too quickly, all sales leads are 
treated with the same indifference. 


mailing 
him personally at HQ 


Our problem was to make cer- 
tain that our limited advertising 
dollars were working for us and 
that the sales leads which we re- 
ceived were profitable ones. 

In an effort to get the informa- 
tion we required, we made use of 
what we consider to be a very sim- 
ple four-part inquiry form. This 
form is made up in four different 
colors for ease of handling and is so 
designed that each part is in register 
with the next, thereby permitting 
the four parts to be completed, with 
the use of carbon paper, all at the 
same time. 

As soon as an inquiry is received 
in our office, we fill out one of these 
multi-part forms, the first two 
copies of which (the blue and yel- 
low) are forwarded to our district 
manager serving the territory cov- 
ering this lead. Our district man- 
ager retains his copy and mails the 
salesman’s copy to him . . either 
to his home or on the road. The 
report of the salesman’s call is re- 
corded on the reverse side of his 
copy and sent back to the district 
manager who, in turn, forwards the 
form to us. 

If we find that we have not re- 
ceived an answer to the lead after 
five or six weeks (we try to allow 
our salesmen ample time to cover 
their territories), we send the third 
(pink) section of the form to our 
district manager requesting that he 
check his salesman in an effort to 
provide us with an accounting of 
the sales lead. It is expected that 
the district manager will have used 
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On 7k): 
Name 

Address 
City and State 


J. S» Morgen 


Toledo, Ohio 


which was advertised in Digest 





INQUIRY FOLLOW-UP 


sseesW@ sent you the following lead: 
Position 


All American Products Cos = 224 State Street 


This party is interested in Pine Scented Lustreclean 


We advertise for your benefit. We want our advertising dollar to ge as for 
@s possible. Please check your salesman and let us know the result of his call. 





® couron 
| Cleveland 


BRANCH 


a/21/er 


Plant Mer. 4. S. “organ 


Name 
Address 
City and State 
This party is interested in 
which was advertised in 





Follow Up Sent 


WEST DISINFECTING CO. 


Report Received 
Advertising Department. 


oerr muse copy 


MAGAZINE INQUIRY 


Position 


All American Products Co. = 224 State Street 


Tolede, Ohio 


Pine Scented Lustreclean 


Digest 








3 Advertising department, if 


e sends follow-up 


his file copy as a reminder and fol- 
low-up for the sales lead. We re- 
tain in our files, as a permanent 
record, the fourth (white) copy of 
the four-part form. 

Surprisingly enough, at the end 
of the first year that we used this 
system of tracing sales leads, we 
found that exactly 50% of the in- 
quiries which we had forwarded to 
our men in the field were returned 
to us for analysis. 

The system, quite naturally, took 
some time to take hold in the be- 
ginning because our district man- 
agers were not too interested in 
following through, nor were the 
salesmen too interested in taking 
time to record the results of their 
calls. However, after our initial re- 
port to our district managers in 
which we advised them of our find- 
ings, and told them of our plans to 
rejuvenate our advertising schedule 
on the basis of our findings, it was 
realized that we were truly en- 
gaged in a concerted effort to make 
our advertising pay. Gradually 
everybody pitched in to help pro- 
vide us with the information we 
were after. 

The results were quite interesting. 
Our prime objective was to pro- 
duce quality inquiries. During the 
course of the year we tested a wide 
assortment of business publications 
using a couple of different copy ap- 
proaches. As a result of our find- 
ings we revised our schedule for 
this year and settled on a very def- 
inite copy pattern and layout for 
our ads. 


it gets no reply in six weeks 
card to district manager 


asking a check. 


The results to date, based on the 
first several months of our present 
schedule, indicate that we have 
raised the quantity and quality of 
our sales leads. We feel that we are 
able to determine, to some slight 
degree, the value of our advertising. 
We realize, of course, that the in- 
tangible values being derived from 
advertising cannot be measured. We 
are also ever mindful, in our analy- 
sis of salesmen’s reports, of the fact 
that orders secured as a result of 
our advertising are usually only 
trial orders and do not reflect either 
the resultant bona fide order or the 
sales resulting from the introduction 
of other products in our line. 


Sales Switch . . Salesmen give us 
pretty complete reports. When we 
are able to sell the prospect (and 
it must be assumed that the re- 
ports are returned after the sales- 
man’s first or second call), we learn 
what and how much was sold. 
Sometimes we learn that the sales- 
man has recommended a different 
product than the one advertised as 
an answer to the buyer’s problem. 

Sometimes our salesmen are able 
to sell companion products, too, and 
we have often learned that, as a 
result of an inquiry about a floor 
cleaner, our representative has been 
able to sell our wax as well; or 
that we have been able to sell our 
soaps as a result of inquiries about 
our new roll paper towels and cab- 
inets. All this is vital information 
for us, as it indicates that the pub- 
lication carrying our advertising is 


This carbon copy is 
4. files. For clear identification, 


retained in advertising department 


each form is different color 


actually reaching those people who 
are interested in our products. 


Duds . . We receive our share of 
“duds.” There never seems to be 
any hesitancy on the part of sales- 


*men to let you know when duds 


are duds. For example: 

“I think this is a ‘dog.’ I have 
called back many times and so far 
haven’t been able to accomplish a 
thing. I will make another stop 
next time I’m in Sheyboygan.” 

Or: 

“I have never been able to have 
a good interview with Miss R — 
or Mr. S —. Each insists on refer- 
ring me to the other. They are 
glad to get the literature, but each 
wants me to demonstrate to the 
other because they are too busy.” 

Or: 

“This business was completely 
destroyed by fire by the time I got 
there.” 

Or: 

“This man was not interested in 
the product. Seems to have writ- 
ten in because he thought the ad 
was clever.” 

Or: 

“Has nothing to do with purchas- 
ing. Claims someone else must 
have sent in his name.” 


Variety . . Reports we classify as 
“prospects” are quite varied, as can 
be imagined. Occasionally, a sales- 
man will drop us a note (through 
his district manager) many months 
after his report had been classified 


continued on page 120 
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how RATIWAY AGH ives vou the 


railway executives get news 





while it is news 


RaILWay AGE is the only business paper serving the 
railway field weekly. Twenty-seven editors cover all 
important developments from the railway executive 
and managerial viewpoint. Statistics published in 
RAILWAY AGE are recognized as the standard au- 
thority the world ovef. Here is news impact combined 
with business viewpoint—two ingredients that make 





RAILWAY AGE “must” reading. 


advertisers benefit from 

readers’ interest in railway news 

RaiLway AGE serves the whole range of railway of- 
ficers—the operating men who actually run the rail- 
roads—department heads, traffic officers and the 
purchasing officers who place the orders. 


The fact that paid railway circulation has practically 
doubled since May 1950 (increasing from 5,380 to 
10,705) is sure-fire evidence that railway executives 
are intensely interested in the railway news as 
RaiLway AGE presents it. 


Advertisers, too, are aware of this reader interest, 
as indicated by the fact that in the first five months 
of 1952 more pages of advertising appeared in RAIL- 
way AGE than in the next two publications in the 
field, combined. Advertisements in RAILWAY AGE 
are news, too! 


a(cYorelelUlolac-emiolm XollMZeh Ai uCclacciilaremalcelenleticede 
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power of \EWS impact—business viewpoint 











— 
rr 
bpd” 


Current railway statistics, news highlights, : 
reviews of articles. 


Railway Age maintains an editorial office 
in Washington to cover day-by-day devel- 
opments from the nation’s capital. 





bdietli 


Seven to ten pages of news items, reports, 
statistics, pictures. News of ORGANI- 
ZATIONS, SUPPLY TRADE, FINAN- 
CIAL, EQUIPMENT AND SUPPLIES, 
PEOPLE. 








isiiteals idiil 





Descriptions and illustrations of new ma- 
terials, parts, finishes, lubricants, equip- 
ment. 





Technical reporting of significant railway 
developments, by editors with engineering 
training,in the form of articles that probe 
into the facts and figures behind the news. 















































Railway Age is part of the business of railroading 


: ew Meek 7-00 Chorch. Serede 
RAILWAY AGE (17 "fusucation:. Ce © ‘iit 


RAILWAY ENGINEERING AND MAINTENANCE + RAILWAY MECHANICAL AND ELECTRICAL ENGINEER + RAILWAY SIGNALING AND COMMUNICATIONS 
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i< lips from I[ndustrial Purchasing Agents 


“We appreciate the salesman who con- 
serves his own time and ours by carefully 
planning his calls so that the interview 
may be as brief as possible consistent with 
being complete and fully informative. The 
successful salesman must know his prod- 
ucts thoroughly, and he must know their 
application to our business. Further, he 
jis most valuable to us, and consequently 
#to his own company, when he makes it a 
} practice to maintain a sustained interest 
§in our order until shipment has been sat- 
B istac torily completed,” says R. N. Chapin, 
>» General Purchasing Agent, Air Reduction 
} o., Inc., New York, N. Y. 


: 


“The diversity of production and the ra- 
pidity of change because of never-ending 
scientific development make the procure- 
ment job for our eleven product divisions 
a most complex one. We look to salesmen 
who contact us to keep abreast of our 
current problems and be of real help in 
their solution. Our policy of relying 
heavily on the counsel of our well estab- 
lished suppliers has proven beneficial both 
from the view point of our company and 
the ¢ ompanies W ho serve us, says George 
C. Mercer, Director of Purchasing, P. R. 
Mallory & Co., Inc., Indianapolis, Ind. 


| 


“Salesmanship is not only a requisite of 
successful selling; it should be practiced 
by the buyer as well. Friendliness and 
understanding of each other's problems 
are important factors in the conduct of 
business today. Good will is an asset of 
great value, and its promotion by both 
buyer and salesman should constantly be 
kept in mind. During periods when many 
commodities are in short supply, salesmen 
have the opportunity of building good 
will by extending their efforts to insure 
delivery of goods on time,” says L. D. 
Brettell, Purchasing Agent, Copperweld 
Steel Co., Glassport, Pa. 


Product acceptance is decided by men like these— 





38,500° of them read PURCHASING 


Industrial Purchasing Agents must have detailed product information. 


When you think of 
selling...think of 
PURCHASING 


@ os 


They base their decisions on all the facts they can gather — the merits 
of the product itself . .. how it fits into the production and engineering 


needs of their own company ... how reliable is the source of supply. 


Your advertising works hand in hand with your direct selling to 
give the PA the facts he needs to do his job — the facts about your 
product. Make sure your advertising message reaches him! Use 
PURCHASING — the one magazine read regularly by industrial 
buyers — the basic magazine on any industrial advertising schedule! 
PURCHASING, 205 East 42nd Street, New York 17, N. Y. Offices 
in Chicago, Cleveland, Dallas, Atlanta, Los Angeles. 


“Based on survey, copy on request. 


The basic magazine on any industrial advertising schedule! 
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anim feature 


OK 


as inserted 


copy chasers 
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Neways © winwing rombien/ion 
ees repreiattg saluahte today 
PITVCO mater Sasi 
ane CARRARA 
STRUCTURAL GLa 


: PITTCO stort FRONT METAL 
REYNOLDS << ALUMINUM © ied Specs Palme ar tips 
INDUSTRIAL CORRUGATED 


vision 1: Advertising of construction materials 


Reynolds Metals (Buchanan & Co., winning agency) Base hits on copy, errors on layout 


Pittsburgh Steel . . invitational 


Glass. . 


ABP winners and why they won 
. » How to dismay distributors 


® WE CONTINUE to be puzzled by 
the judging of advertising compe- 
titions. 

As part of our business, we con- 
sume everything we can lay our 
eyes on having to do with what 
makes industrial tuyers read (this 
very organ frequently publishes ar- 
ticles by purchasing agents, engi- 
neers and what-not advising us 
what they want or will read in ad- 
vertising) . and we spend a lot 
of time analyzing Starch reports 
and Readex reports and then 
along come some judges of com- 
petitions by Associated Business 
Publications or the National Indus- 
trial Advertisers Association and 
they upset everything we have 
learned. 

The fact that these judges are . . 
or most of them are . . buyers them- 


selves, rather than admen, makes 
it all the more puzzling. 

When readers judge advertising, 
they don’t judge it on the grounds 
they say they do or actually do 
when they’re not in the position of 
judging. 

It’s not easy to be a good critic 

. although it’s awfully easy to be 
a critic. Even the Copy Chasers, 
who have been at it for well into 
two decades, are apt to be subjective 
now and then (a case will be de- 
scribed later), but it’s practically 
impossible for a buyer to become 
an advertising expert pro tem. In- 
stead of thinking “What does hit 
me?” he thinks “What should hit 
me?” Then he allows himself to be 
impressed by the fancier types of 
advertising. 


Or maybe .. it’s only the fancier 


trite head U 


types of advertising that get sub- 
mitted to these competitions. Could 
be. After many years of experience 
at this, when we submit ads in 
competitions, we pick the ones that 
look the best from the distance. 

Well, maybe everybody who sub- 
mitted ads to the ABP’s 10th Annual 
Competition for Advertising in In- 
dustrial Publications picked ads that 
looked good from a distance. At 
least, some the winners don’t look 
good from close up. They violate 
practically everything the readers 
give us as rules to follow . . and 
practically everything we’ve learned 
from Starch, Readex and Gallup- 
Robinson, to say nothing of Wise- 
man, Manville, Caples and the other 
authorities. 

In the foreword to the ABP’s 
booklet announcing the winners, it 
is stated . . in referring to the rea- 
sons for the judges’ selections: 


The objectives of these advertisements 


are clearly defined and clearly attained. 
Each advertisement sets out to do some- 


thing and gets there fast. Pictures, head- 
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“We have used your 
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ROYCE CHEMICAL COMPANY 
Ghemical Nanufacturers 


CARLTON HILL, NJ. 





June 2, 1952 


Mr. Maynard L. Durham, Business Manager 
Textile Industries 

806 Peachtree Street, N.E. 

Atlanta, Georgia 


Dear Maynard: 


You fellows have been doing a gram editorial job on 
"Textile Industries" and we feel that it has been a 
major contribution to the success of our advertising, 
which has been handled so effectively by our agency, 
0. S, Tyson & Company, Inc. 


We are well aware of "Textile Industries" strong 
following in the mill, and since we have found that 
operating men are equally as important in the influence 
of purchases as chemists and officials, we have used 
your splendid publication for more than twenty years, 


as you know, 


I think I might add, Maynard, that as long as you 
folks continue to do such a strong job we shall 
probably always retain our back cover position with 
you, 


Sincerely, 
ea 


HOWARD C, ROYCE 
Vice President 
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splendid publication 
for more than twenty years” 





Whatever branch of textile manufacturing 
you serve, you can cash-in on Royce Chem- 
ical Company’s experience. Steady buying 
continues throughout the industry. 


There are a great many “twenty-years-or-more” 
T. I. advertisers who agree with Howard Royce 
on this point. He says— 

“...we have found that operating men are 
equally as important in the influence of purchases 
as chemists and officials.” 

Operating men do set a great store by TEXTILE 
InpustrIEs. It gives them the kind of authorita- 
tive help they cannot easily find elsewhere. And 
plenty of it. 

Last year, for example, TEXTILE INDUSTRIES 
published 106 articles devoted to the specific 
branches of the industry which a chemical manu- 
facturer like Royce serves. 

All together, 813 articles in fifteen separate 
classifications were published. By being realistic, 


practical, T. I. has nurtured a degree of reader- 
ship unrivalled in the textile publishing field. 

To further increase the effectiveness of your 
advertising, T, I. also takes a practical measure 
in circulation. 


An exclusive in the industry 


In combination with its big net paid, “Directed 
Distribution” is used to put your story before 
otherwise inaccessible men at all operating and 
executive levels. This plan enables you to contact 
the greatest possible amount of textile mill buying 
influence. 

The men who read T. I. will buy millions of 
dollars worth of textile supplies and equipment 
these next few months... supplies like Royce’s 
chemicals; products like yours and your com- 
petitors, 

Schedule regular space in TEXTILE INDUSTRIES 
and get your fair share of this business. 

The magazine which is most useful to the men 
in the mills will be most useful to you. 





Textile Industries 


1). 
Industries | 


806 Peachtree St. N.E., Atlanta 5, Ga. Member ABC-NBP 
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It is further said 


We just wish the judges could 
have told us which ads actually had 
been good them 
goods rather than what they con- 


enough to sell 
sidered to be good ads 
Rule Breaker . . The winner in 


Construction Materials, 
It’s a 


Division 1, 
breaks a lot of sound rules. 
Reynolds Metals ad on aluminum 
Headline at the top 

introduced by a conventional “spot” 


corrugated 


of T-square and plumb line: “Ar- 
chitect-engineer’s choice for beauty, 
long life, low maintenance.” What's 
wrong? 1 headline should be 
under the picture leading into copy. 
2 “add-y gadgets” like that spot 
are supposed to discourage reading 
3... a very static, verbless headline 
Fairly long copy has been set in 
two paragraphs with ragged right 
side 

Good points: the copy is narra- 
tive-style and starts off very well: 


That’s an excellent lead The 


reader (who's in the business) 


wants to know what Waghorne- 
Brown recommended to make it the 
“most modern warehouse.” 

..Much better is the merit award 
winner, a two-color ad by Pitts- 


burgh Steel Products Co. Headline 
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invites the reader (almost compels 
him) into the message: “See how 
tough welded-wire Pittsburgh Steel- 
tex bites deep into a stucco slab.” 


Picture shows “how” and copy says: 


For us, the Pittsburgh Plate Glass 
Co. award-of-merit winner is 
spoiled by a trite headline, “Always 
a winning combination, but espe- 
cially valuable today” and by an 
unfortunate Maybe the 
closeup was successful in calling at- 
tention to the ad. 

The other ad finishing in the mon- 
ey in this division is another in the 
excellent U.S. Steel campaign. An- 
other case history: “Floodwall of 
U.S.S. Steel Sheet piling protects 
Newport rolling mill.” The sub- 
head throws out some bait: “76 
earth-filled cells solve problems of 
restricted space and unstable sub- 
Just like editorial. 


layout. 


stratum.” 


Nix on Number 2. . We like none 
of the ads in the Primary and Proc- 
ess Materials division. 

Not Glycerine Producers’ Asso- 
ciation’s poster type ad that pairs 
up a photo of a hand aiming a hy- 
podermic needle in the same di- 
rection as a gun in a second photo. 
Pompous headline we've seen 
thousands like it . . “Important for 
drugs . . imperative for national de- 
fense!” Text is set in uneven, slant- 
ing (and not parallel) lines that 
practically forbid reading. 

Not Norda Essential Oil's com- 
bination cartoon-and-poem ad, one 
of a series we believe we've spoken 
of darkly before. Unless there’s 
something about the food business 
that makes a buyer less demanding 
than in other industries, we cannot 
imagine many of them being sold 
on such free verse as: 











fision 2: Advertising rimary and 
‘ess materials 
ycerine Produce 


winning 


iPont, Koppers . . not 


Not Du Pont’s ad on pigments 
which looks like a page out of a 
color catalog. It’s pretty enough, 
but we think catalog material be- 
longs in catalogs. 

Not Koppers’ ad which tells why 
“Scripto chooses Koppers polystyr- 
ene 81 for a new molding tech- 
nique.” It’s not bad, but the copy 
is pretty dead-pan: 


engineers < ped a 


molding technic which 
sture of the to pen 
the pencil was made of 
operations were 

the pencil barrel. 

urrel is injection molded. 
is accomplished by use 


1ctable core When 








Throvgh our Industry Census Department, we can tell you 
who the Right Readers are for your products and services; 
how many there are and their geographical distribution. 


ow 
1, eae 
IF THESE RI READ YOUR ADVERTISEMENTS 


From depth personal interviews in the fields and 
plants, and from telephone surveys, we secure this 
information. You may prove the accuracy of these 
reports by making your own mail survey (writing to 
your own list, asking your own questions in the manner 
you want them asked). We will pay costs of such a 
survey, helping you determine this point yourself. 


ow 
A fy bei 
WHAT THESE RIGHT READERS LIKE TO SEE IN YOUR ADVERTISEMENTS 


The services of a well known research house are re- 
tained on a continuing basis to make depth personal 
interviews in the field and plants to determine what 
Right Readers like to see in advertisements; how they 
like them presented, etc. Such interviews are now 
being made and first results will be available soon. 


1%, bee 


WHAT THESE RIGHT READERS BUY AND HOW THEY BUY IT. 





Our Market Research Department is prepared to assist 
adyertisers in studies of their markets and buying 
procedures within these markets. If answers to your 
needs are not readily available, we will make special 
field investigations for you, for it is our sincere 
desire to work with all advertisers on such mutual 
problems. 


211 SOUTH CHEYENNE TULSA, OKLAHOMA 
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This electrical consultant 


za 


James Paul Warner, Consulting Electrical Engineer 
Pittsburgh, Pennsylvania 


James Paul Warner, member of I.E.S. and A.LE.E., has an 
extraordinary background: journeyman electrician, sales- 
man, estimator, teacher, designer and engineer . . . a rich 
and varied experience that has paralleled the industry's 
growth — and contributed much to it. 


His staff of seven engineers studies products for perform- 
ance and economy .. . from major equipment to the smallest 
components . . . often initiating new electrical applications, 
helping to get new products into use. 


“Our primary consideration in selecting or specifying any 
product,” Paul Warner says, “is its ability to perform in a 
system. We call for samples of almost every item being 
considered, unless we already know it. This close inspection 
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helps make our selections stick. And it often protects manu- 
facturers against unfounded prejudices.” 


Warner reads through every issue of ELectricaL Construc- 
TION AND MAINTENANCE .. . and passes it to his associates. 
Then it's clipped for filing. “I never cease to be amazed,” he 
told us, “at the way your editors wade through so much joh 
detail and come up with understandable articles that con- 
centrate the important facts.” 


By reading the advertising, he’s prepared to get down to 
cases when salesmen call. Any ad with the word “new” 
in it catches his eye. Any ad with product facts gets a 
serious reading. 


WR Si GRE RS Ca 





is paid to know your product 


James Paul Warner is one of Pittsburgh’s lead- 
ing consulting electrical engineers. He’s called in 
by architects, building management, industries 
and public works agencies ... not for the routine 
jobs, but the difficult ones. Jobs without bench- 
marks that require a research approach and an 
intimate knowledge of all construction crafts. 


One typical Warner commission was the close- 
to-two-million-dollar electrical installation for the 
*Greater Pittsburgh Airport . . said to be the 
safest and most modern air terminal in the world 

. with its extraordinary intercom and alarm 
system, its years-ahead lighting and electrically 
controlled fueling system. Warner's staff designed 
the electrical system, coordinated electrical design 
with the architect's structural design and other 
building services .. . and wrote “tight’’ perform- 
ance specs. 


He’s also modernized, electrically, some of the 
largest office and professional buildings in Pitts- 
burgh... complex jobs, loaded with existing struc- 
ture obstacles. His designs will assure the electri- 
cal adequacy and extend the useful life of these 
buildings for thirty years or more. This type of 
work, Warner believes, is the great challenge and 
the big field of electrical opportunity in the years 
directly ahead. 

Of course, Warner reads ELECTRICAL CON- 
STRUCTION & MAINTENANCE . and has for 
twenty years. “I get more useful information out 
of it than from any other magazine,” he says. 
“I don't read it to sop up theory, but to find new 


*ELECTRICAL CONSTRUCTION & MAINTENANCE, May 1952 


NOTE: If you'd like to have a complete resume of our inquiring reporter’s visit 


with Mr. Warner, ask any of our District Managers. 


ELECTRICAL 
CONSTRUCTION 
AND MAINTENANCE 


A McGraw-Hill Publication 


techniques or improved methods. And I use it con- 
tinually to evaluate our own efforts and thinking.” 


Does he read the advertising? Again. of course. 
He explains why — and how: “We're paid to know 
products, from the smallest to the largest. And 
we're always looking for products we can use 
now ... or on future jobs. Once in a while we're 
chagrined when we find one we had use for, but 
didn’t know existed. In some cases, where sales- 
men don’t get down here, advertising is our only 
source of information. I'm a veteran ad-coupon 
user, too, to get more data.” 


What does he look for? “We're interested in a 
product's outward appearance . . . and what it 
looks like inside,’ he says. ‘We want to know its 
dimensions, what it will do, how well it will per- 
form, its accessability for maintenance and repair. 
We'll read any ad that gives us the kind of facts 
we develop through our own intensive product 
inspection.” 

In short .. . James Paul Warner, and electrical 
consultants like him, need your product informa- 
tion . . . and look for it in ELECTRICAL CON- 
STRUCTION & MAINTENANCE. So do more than 
25,000 other electrical specialists — contractors, 
heads of industrial electrical departments and mo- 
tor shop owners who keep up with every issue. 
With a continuing program of advertising in the 
magazine they all find “most useful,” you can be 
sure they have your product facts on hand when 
they design the job, write the specs and install 
the electrical systems that power America. 
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330 West 42nd Street, New York 36 


July 1952 /es 





Get cost savings like these on your screw machine parts 


... do the job with MX 


ov! 
wean NOM 
pact 





We just think that it could have 
been “livened up.” 


No Gripes Here . . We can't quar- 
rel with the choice of the U.S. Steel 
ad for first prize winner in the Fab- 
ricated Parts and Materials, Con- 
Supplies 


tainers and Packaging 


division 


*It's a powerhouse spread. Head- 
line has everything: “Get cost 
savings like these on your screw 
machine parts . . do the job with 


MX, the new free-machining Besse- 


) 


Is your cap silent- 
or an effective salesman ? 


7 





ere 
Handles § jobs 
in6 months... 


ox crest We Build Twice as fast using a . » 
notin or S208 ONT Radial Saw x cme re d ‘ 4 


Three cases of 
in the form of 
actual test reports. The parts in- 
volved are illustrated, and the re- 
sults displayed (such as “Spindle 
Copy starts 


mer screw stock!” 
savings are given, 


sleeve saving 18.8%”). 
off fine: 


Ad ends up with a coupon. 
The ABP booklet lists P. C. Fox 
of BBDO's Pittsburgh office as Ac- 


count Executive . . and we found 


out that he wrote the ad. 

We like the Standard Products 
Co. ad which scores in this division. 
Purpose of the campaign is declared 
to be: “To initiate a long-range 
program to develop new applica- 
tions for ‘motion devices’ of the type 
which the company designs and 
produces in large quantity for auto- 
motive customers.” 

Better look at the cut to get the 
idea of this ad. The “motion” il- 
lustrated is a mechanism designed 
for General Motors’ experimental 
Le Sabre car. Headline is: “If it 
needs to behave like a latch, a lock, 
or a linkage . . we can create it. . 
mass produce it .. With Stampings!” 

The Wheeling Corrugated ad 
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—--FOR-TEXTILE WORLD 


A TEXTILE WORLD 16-page “Report to Mill Management” on “Neps 
... And How to Control Them,” carried in the May, 1952, issue, drew 61 
requests for reprints within three weeks after the mailing of that issue. 

The requests came not only from mill men in U. S. and abroad but 
from machinery firms, engineering schools, trade associations, etc. 

Among the mill men’s comments were such as these: 

“An extremely interesting article which is really revolutionary in 
many ways” 

“This is a very fine study ...” 

“An excellent contribution...” 

“This is one of the best articles that you have published and it con- 
tains much valuable information on carding.” 

The TW editors were proud of the opportunity to present the findings 
of a three-year research on neps, along with much previously unrecog- 
nized data on the possibilities of greatly increased card production. This 
important editorial feature, after all, was just another service to readers 
typical of what the editors present monthly. Another evidence of reader 
response is the fact that 23,772 of them pay to get this monthly service. 
That’s the biggest aggregation of paid subscribers ever gathered together 
by any textile mill paper any where. 

TexTILE Wor.» will gladly send you on request a copy of this important 
nep reprint with a brief explanation of its implications to textile manu- 
facturers on making better goods and saving money in the process. Yqur 
TW district representative will gladly show you how you can capitalize 
on the paper’s reader interest and enthusiasm in marketing your prod- 
ucts or service to the textile industry. 


SOR i Cad 2 i a AR by ES 


FIRST in circulation 


ae TEXTI LE Wort 
First in buying-power : 
penetration 


A McGraw-Hill Publication 


ssapicoenemunaaiantee 330 West 42nd Street, New York 36, N. Y. 


volume 
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which got a merit award is all right, 
but we bet we could do better 
The Armstrong Cork Closure ad 
is all right, too . . a bottle cap blank, 
a bottle cap lithographed, and the 
headline, “Is your cap silent . . or 
an effective salesman?” . . but it 
would be better, we think, if a dol- 
lars and cents story could be told, 


rather than just: 


Fifty-Fifty . . A Westinghouse ad 
won in the Machinery and Equip- 
ment category. Photo of a Westing- 
house Laundromat, rough sketch of 
the unit installed. Headline: “You’re 
looking at a great 

money saving idea.” Copy is OK: 


space saving 


Electric announced a 


“completely new “mine motor’,” and 


General 


Tricky tunneling 
in tight quarters 


em ee ye Ue 





while this ad is fine, we don’t think 
any prizes are due to an ad man 
who had new features to play with, 
the opportunity to say “Announc- 
ing” and a nice “cutaway” view to 
use as illustration. Let’s give prizes 
for the hard ones. 

* For its “merit” ad, Rockwell 
Manufacturing Co. went out in the 
field and took a picture of George 
Roeder, a home builder in Wauke- 
sha. He’s illustrating the statement 
he makes in the headline: “We 
build twice as fast using a Delta 
Radial Saw.” He elaborates on that 
in the body copy. A box in the 
middle of the copy offers: “The 
Delta Radial Arm Saw gives you all 
these advantages.” A coupon of- 
fers “a new idea book filled with 
ways to cut costs using the Delta 
Radial Saw.” 

This excellent ad was written by 
the creative staff of Marsteller, 
Gebhardt & Reed, Chicago. 

Fourth ad mentioned in this divi- 
sion is another LeTourneau ad 
(you'll find one in every list of 
winners!) . . Tells about eight jobs 
that Tournapull helped O. L. Depp 


complete in six months. 


Div. 5: We Don’t Agree .. We 
rate the Gardner Machine Co. ad 
which won in Operating and Main- 
tenance Parts and Materials as a 
layout man’s nightmare. See cut 
nearby. 


The Burndy' Engineering ad 
strikes us as not much better, and 
the headline wins nothing from us: 
“Burndy .. built to do an important 
job better.” 

Neither of these two is in the 
same league with the excellent pic- 
ture-caption ads which won merit 
awards for Du Pont Explosives and 
Armstrong Cork textile aprons. 

Look at that beautiful Armstrong 
layout, and compare with Gardner. 
Look at that simple but strong 
headline “When you put these 
aprons on they stay on for years.” 

The DuPont ad is_ virtually 
straight editorial. Good headline: 
“Tricky tunneling in tight quarters.” 
Two views of the job. . 


, west toward George Washington 

shows close quarters in which 
perations took place. 

face of typical cut (bel 
depth; 2200’ from west 


upper Manhattan. 


. and a “map of bridge approach 
gives idea of complicated blasting 
necessary through crowded resi- 


dential area.” 


Too, Too? . . In the Services, In- 
stitutional Advertising department, 
the Tile Council of America won 
with an ad that shows a hand pol- 
ishing a section of tile. In a corner 
of the picture it says, “Tile cleans 


When you put these aprons on 
they STAY on for years 


ARMSTRONG'S ACCOTEX APRONS 
ene of Aemetreng + comptore ine of terhle mi smpies 











Brings You Biggest Values 
in Loose-leaf Binders 


he 


e Leading farm equipment 
manufacturers, like leaders in 
practically all other industries, 

would probably tell you that Heinn 
Loose-Leaf Binders give them the 

lowest operational cost per unit per year. 
This tremendous advantage grows out 

of combining Heinn craftsmanship 

with the finest materials on the market. 


Plan now to give your company the benefit 
of the extra sales impact that only Heinn 
can add to your catalogs 

and manuals. 





MAIL THIS 
COUPON TODAY 


THE HEINN COMPANY 


322 W. Florida St., Milwaukee 4, Wis. Ci Catalog Covers 


& 

& 

i 00 Proposal Covers 

t Information, please. C Easel Presentations 

; ] Price and Parts Books [) Salesmen’s Binders 0 Plastic Tab 
a Salesmen's Carry-Cases [] Sales and Instruction Indexes 

P (J Acetate Envelopes Manuals 0 Sales-Pacs 
t 

a 

' 

* 

8 

a 

on 





wnat PELE VIS TON 


NAME TITLE__ 
COMPANY 
ADDRESS. 
CITY. STATE 





Exclusive Heinn features include patented three- 
dimensional Protecto Process, the thermal em- 
bossing method that puts a high protective rim 
around all inked elevations. Your design looks 
fresh and new indefinitely. 
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like china.” Above the picture are 
sketches with legends 


such as “Tile is stainproof,” “Tile 


five small 


is waterproof.” 

Under the big picture it says, 
“Only tile defies all six.” 
reverse footplate it says, “The mod- 
We'd say 


this is typical of ads that are just 


In a 
ern style is clay tile.” 


ads . . professionally slick, but just 
a little too, don’t you think? 
Reynolds Metals got in on this 
division too, with one showing a 
bridge being assembled 
. for the bridges yet 


pontoon 
Headline: 
to be crossed.” That's as far as we'd 
gone if we had been the judges 

Sandoz Chemical Works is a per- 
ennial winner in such contests with 
the “Color achievement of the 
month,” which “borrow” full-color 
illustrations from the advertisers of 
textile firms who use Sandoz dye- 
stuffs. A wonderful idea . . hand- 
some ad 

Before the Borden Co. “retired” 
its famous Elsie, she and Elmer 
were featured in an industrial cam- 
paign telling about Borden indus- 
trial products. Illustrations, head- 
line and copy are . . quite logically 

handled in the same spirit of fun 
as in the advertising of Borden’s 
food products. 


Shining Apples . . Most of us in 
this business are pretty good at 
apple-polishing, but the most flag- 
rant case going on at the moment 
is the effort of a number of adver- 
tisers to woo their distributors over 
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7 
re a 
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handsome 


the shoulders of their customers 
The idea is to tell the customers 
what a fine fellow the distributor 
is and how much it is to their bene- 
fit .. and to the whole economy . . 
to buy through distributors. This 
makes very interesting reading for 
the distributors, who probably lath- 
er all over the advertisers in grati- 
tude. But we can’t see how such 
exhortations please the customers. 
The May issue of Mill & Factory, 
Triple Mill 
Supply Convention, carried a lot 
of ads which went out of their way 


concurrent with the 


(and the readers’ way) to butter 
up the distributor 

A “circus poster” type of ad 
urges people to “get on the Brand 
Wagon” and “Buy leading brands 
of industrial supplies from your 
trusted industrial distributor.” 

Another company reprints its dis- 
tribution policy which starts off, 
“We sell through authorized stock 
carrying distributors.” 

A gate-fold color insert tells how 
a manufacturer is “justifiably proud 
of its far-flung distributor family,” 
names of which are listed. 

Here’s a company reminding the 
purchaser that the distributor’s “in- 
vestment and warehousing facilities 
materially cut down your inven- 
tory and storage requirements. He 
gives you another storeroom at no 
extra cost.” 

Another one declares that “The 
loyalty of our distributors .. through 
these many years (73 to be exact) 


proves that the MANUFACTURER 





i. 


cs a 74. 
“They knew we were corning, so look what they baked !* 


CRACHED ELMER, DE BORDEN BULL 





THROUGH DISTRIBUTOR METH- 
OD is sound. We’re pleased to con- 
tinue preaching what we practice, 
thanks to our many distributors.” 

A map of the U.S. dotted with 
distributors’ “Buy 
through your distributor” this way: 


locations says 


ndustrial distributor has always 

a valuable service for both the 

cturer and the user of tools, equip 
industrial supplies. 

with time at a premium and cc 

peration essential, the value of the in 

justrial distributor has never been more 

sly demonstrated. personal 

in your welfare and knowledge 

requirements, combined with his 

and diversified stock selected t 

local conditions, enable him to fill 

needs promptly r suggest 


tical alternatives. 


“Imagine adding his talents with- 
out adding to your payroll” head- 
lines an ad repeating what has been 
said before and will be said again. 

It’s said again on the very next 
page under “A big man with a big 
story.” 

Gets sickening after 
doesn’t it? 

If we were a distributor, we'd 
prefer less adulation and more sell- 
ing of the products we want to turn 
over. 

Memo: We just checked with a 
group of the country’s leading mill 
supply _ distributors. Consensus: 
sell your goods, then tell where to 
get them. 


a_ while, 


The Copy Chasers 





Where big words 


we... lithium soap of palmitic acid 


to manufacturers of 


analytical and control instruments 
component parts for instruments 
reagent and specialty chemicals 


laboratory equipment and apparatus 


Unmask the words above and you have a compound 
which gives body to lubricating greases. Like so 
many well-known chemical products, its research, 
development and production depend on your instru- 
ments, materials and equipment. 


Look deeply into ANALYTICAL CHEMISTRY, too, 
and you’ll find your products at work in the practical 
workmaterial essential to these research, control and 
analysis activities. 


And behind the covers of ANALYTICAL CHEMIS- 
TRY are the professionals who buy and specify these 
products. To them, ANALYTICAL CHEMISTRY 


is indispensable. To you, it can bring new sales in 
their 24 industries: 


Alcoholic Beverages 
Atomic Processing 
Cellulose Products 

Cement and Lime Products 
Chemicals 

Coke, By-Products and Gas 
Explosives 

Fertilizers 

Food Processing 

Glass, Ceramics and Refractories 
Leather Processing 


ANALYTICAL 
CHEMISTRY 


eu 


( 


a 


At the vast Esso 
Research Center in 
Linden, N. J., the 
electron microscope 
reveals differences 
in greases that 
chemical analysis 
cannot. In so doing, 
it plays an 
indispensable part 
in meeting the 
world’s demands for 
more and more 
high-quality 
lubricants. 


Linoleum and Artificial Leather 
Metallurgical Products 

Oils, Fats, and Soap 

Paint, Varnish, Lacquer and Inks 
Paper, Pulp and Wood Processing 
Petroleum and Petrochemicals 
Pharmaceuticals, Medicinals and C 
Plastics and Synthetic Resins 
Rubber Products 

Storage and Dry Batteries 

Sugar Processing 

Textile Finishing 

Miscellaneous 





An 
AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: 


REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 36, N.Y. 
CHICAGO * CLEVELAND * SAN FRANCISCO 
LOS ANGELES * SEATTLE * DALLAS 
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(His business paper. . . of course) 


You can get considerable help in stepping up the effectiveness of 
™ your business paper advertising, from the many materials and services 
Yours for the asking wae Ollered by ABP. Those listed here... some new... some perennial . . . 
are packed with important facts and fresh ideas. Send for 
the ones you want. Just check the boxes below. 


New Ad-Objectives For These Times. A collection 
of wartime advertisements, revised to show how to meet 
some of the long and short range objectives of selling in 
today’s far-from-normal economy. 


COPIES 


What's Paid Circulation To You? Straightforward 
talk on a lively question, to help you appraise the extra 
advertising values in publications paid for by their sub- 
scribers .. . and audited by ABC 

SEND ME COPIES 
How To Use “‘Tax Doilars”’ Profitably ... An anal- 
ysis, by a noted economist, of five different ways in which 
today’s profits can be invested soundly in constructive 
business development. 


SEND ME COPIES 
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What Do Your Dealers Want To Know? Detailed 
answers to twelve questions asked in a nationwide survey, 
to post you on what your dealers read and what they 
want to know about your products and promotions. 

SEND ME COPIES 


What Makes Business Paper Ads Work? Your com- 
plete staff needs this basic checklist of twenty points to 
test business advertising effectiveness . . . based on anal- 
ysis of nine years’ award winners. 


SEND ME COPIES 


Are Business Papers Really Read? The ABP Film, 
“Research Looks at Business Paper Readership” high- 
lights the findings of ARF’s “Continuing Study of Busi- 
ness Papers,” sponsored by ABP. Write for a showing. 
SEND ME DETAILS ON YOUR 
SLIDE-FILM BOOKING 





Many A MAN HAS MORE FUN fishing for facts than for 
flounder. Tackling the tough problems of his job is his sport. Finding the 
answers in his business paper is good reading. Fun or not, it’s required reading 
...and he knows it. Which explains why the Best Informed Men in every Field 
rarely miss an issue. They can’t afford to. 

The ARF, most critical of factfinders, put business paper reading to the 
test and reported that copy in business paper advertising gets a down-through- 
the-paragraph reading. In business papers, readers don’t just catch at captions; 
they dig for facts. 

Of, course, business men read their business papers thoroughly. Now, 
even more than ordinarily. There never was a time when changes came faster 
... when new products, new techniques, new merchandising ideas, new regula- 
tions made it so urgent to read every issue with a searching self-interest. In a 
business paper, the editorial pages prime a man with ideas . , . start him planning 
... tell him how...send him to the advertising pages to find the products, 
materials and services he needs. To be thoroughly posted, he reads both! 

This is why the business press alone can muster so much concentrated 
buying power in such compact and keenly interested audiences. This is the dis- 
tinctive function of the business press. No other medium can do this job so well. . . 
or at such low cost. It’s the major reason why you can sell more of any product 
.-. When you sell in the business press first... to the best informed men in 
your field. 


@eeoeoavoeveoeeseeoeeeoeeeseeeee@ehmUhOUhFOUCOhUChUCUCOChUCOChChCUch}HUCHOlhUchhUcCOhUhH CUO 


Better than $300,000,000 will be spent by advertisers in business publications in 1952. 
That’s mighty close to the total spent in all consumer weeklies . . . far more than in 
all women’s or general or farm magazines. It’s a big part of the investment in 

hard selling that powers American business. And it’s one more proof of the weight 
advertisers give to advertising direct to business, in business publications. 


In practically every field you'll find ABC and ABP papers out in front in reader and 
advertiser preference. ABP papers alone (all ABC-audited) are paid for by almost two 
million subscribers . . . at a total cost of more than $7,000,000 a year. You'll find it well 
worth while to look for the ABP-ABC symbols— and examine what they stand for— 
when you're selecting business papers. 


THE ASSOCIATED BUSINESS PUBLICATIONS 


Founded 1916 
205 East 42nd Street, New York 17, N. Y. * MUrray Hill 6-4980 
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sales promotion 


ART DIRECTOR 
PRODUCTION MGR. 
OTOGRAPHER 
LAYOUT DEPT. 
ENGRAVER 


Higher Returns. . 


ersion of inquiries 


comment on catalogs 


exhibits / motion pictures 
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eturns and showed a higher 


red pencil check. 


Red pencil checks personalize 
mailings at minimum cost 


® A NOVEL way of personalizing 
your direct mail pieces with a mini- 
mum of added time and cost has 
John Warner 
Ithaca, 


been developed by 
Co., graphic arts supplier, 
N. Y 

The personalizing has 
both returns and the percentage of 
sales traced to inquiries for Warner. 

The initial mail piece that got re- 
sults was a two-fold 84x11” self- 
mailer that offered two Warner 
products . . a pica ruler and an 
acetate sheet calibrated in picas and 


boosted 


inches for use in cropping pictures. 
The self-mailer was addressed to 
the customer only by company 
name, street address and city. Op- 
posite this address on the face page 
was a list of five job titles (all 
buying influences for Warner): art 
production manager, pho- 
layout department and 


director, 
tographer, 
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engraver. Before each job title was 
a ballot-type square. Warner ste- 
nographers marked a check in red 
pencil in the square opposite one of 
the job titles. 

The same mail piece can be sent 
to the production manager in one 
mailing and to the art director in 
the next. The effect of the red 
check is attention-getting and sur- 
prisingly personalized. Just how 
personalized was shown by a series 
of test mailings. 

Warner tested five lists of 1,000 
names each. The piece was mailed 
without a red pencil check to the 
first list, and with a check to the 
second. This process was alternated 
on the third, fourth and fifth lists. 
Pieces checked in red pencil pulled 
a 6.8% 
4.1% for the unchecked pieces. 

Mr. Warner concluded: 


response, as compared with 


ideas 


booklets / direct mail 


slide films / sales helps 


“Much third class mail fails to ar- 
rive at the desk of the right person. 
It is true that the piece may be ad- 
dressed to, ‘Production Manager,’ 
but this is almost as impersonal as 
the regrettable ‘Mr. Dealer’ saluta- 
tion. We believe that the red check 
mark leaves some small impression 
of personal attention, encourages 
routing to the proper person and 
lends considerable display value (as 
well as extra color) to the mailer.” 

If a new production manager 
takes over the job, your mailing list 
doesn’t have to be altered and your 
mail piece is as personalized as ever. 


Caterpillar merchandises 
publicity to promote sales 

A new method of combining 
product promotion with company- 
prestige publicity has been devised 
by Caterpillar Tractor Co., Peoria, 
Il. 

The method merchandises news- 
paper and business publication pub- 
licity about the company and its 
products to 1,000 Caterpillar dealers 
and their customers throughout the 
world. The method is as follows: 

At the end of each month, promo- 
tion men gather all clippings of 
stories in the press about Cater- 
pillar and copy-photograph them on 
four 17x12” posters. A new set of 
four posters is sent monthly to 
every dealer for display on bulletin 
boards, counters or elsewhere in the 
showroom. 

The posters are headed, “Cater- 
pillar in the News . . July.” Press 
clippings are reproduced over a 
footnote: “This is a representative 
sampling of stories from 165 nation- 
al and regional magazines, featuring 
Caterpillar products. The Cater- 
pillar news service, dealer personnel 
and magazine editors are instru- 
mental in making these clippings 
possible.” 

One of the latest monthly set of 





66,400 COPIES 


(tote! distribution) 


200,000 
READERS 


in 40,209 
PLANTS 


A PENTON PUBLICATION 


CCA MN BE 


1213 West Third Street 
Cleveland 13, Ohio 


from 
FORK TRUCKS 
to 
PILLOW BLOCKS 


proves it 
PRODUCES SALES 


How do we know? 5,927 industrial officials told us! 


In the most comprehensive study we have ever undertaken, over 17,000 
N.E.D. inquiries were traced back to the inquirer. We found out that—at 
the time of the study—2,488 sales had already resulted and 6,429 addi- 
tional purchases were pending. The products bought ranged from capital 
equipment costing thousands of dollars to the small maintenance items 
... the men who did the buying occupied key positions in management, 
engineering and design, plant operation, maintenance and purchasing. 
If you haven’t already seen this study, we'll be glad to send you a copy. 


Just ask for “2,488 Sales and How They Were Made”. 


NG 
cHeck ANO eas ar - 


View : 
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posters included covers of Western 
Construction and Hurst Construc- 
tion News, featuring Caterpillar 
equipment, and news and feature 
stories clipped from Construction 
Methods & Equipment, Construc- 
tion World, Contractors & Engi- 
neers Monthly, Dixie Contractor, 
Implement Record, Railway Age, 
Roads & Engineering Construction, 
Work Boat, World Construction and 


seven farm publications. 


New multi-packaging method 
boosts sales, cuts unit price 


A cumbersome piece of electrical 
equipment formerly sold from the 
storerooms of electrical dealers now 
is being packaged in three parts and 
sold from dealers’ showroom bins . . 
supermarket style. 

Trumbull Electric Department, 
Electric Co., Plainville, 


Conn., expects to boost sales of its 


General 


panelboards (control panels for 
large lighting systems) by this type 
of packaging, which will permit 
dealers to expedite orders by selling 
the panelboards from stock in a 
matter of seconds. The panelboard 


components are packaged in three 


vertical 
base 

giass pr 

shadows on 16x24’ backdro; 
designed by Ad Manager W 


built by Gardner 
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We're sure you've noticed Con- 
federate battleflags streaming from 
jalopy antennas, bicycles and such. 
Strange thing is, no one knows 
how it started. Some point to the 
Shriners, others credit visiting 
Southern college teams. But no 
matter, the fad is here, and it’s 
spreading to ties. Senator Byrd of 
Virginia sports a “Stars and Bars” 
tie regularly, as do others from the 
South. We neither deplore nor ap- 
plaud the fad, hoping only that 
Confederate heirs apparent know 
how to pick a well-made tie. It’s a 
simple enough matter—just make 
this test: 


Flip back the folds, 
hold the loose dangling 
thread—and try to push 
the fabric along the 
thread. When the fab- 
ric glides up and down, 
the tie is Slip Stitched. 


Be sure the ties you buy 

are Slip Stitched ... they will 
look better, tie better, 

keep shape longer ! 








Is your 


subco 
showing ? 


“Apparel oft proclaims 

the man’’. . . to quote 

Shakespeare. And _ it 

seems as though psy- 

chologists agree with 

him. Remember the 

hand-painted ties—those wild, ex- 
pensive creations? Merely an 
emotional release for the home- 
coming veterans—once readjusted, 
they'll turn to less gaudy neck- 
wear, said the psychologists. And 
they did. Trouble is, it’s easy to 
be fooled. Introverts may sport 
the loud tie, while hail-fellows- 
well-met may prefer somber ones. 
It’s tough to tell. But it’s easy to 
tell a man who knows quality: he 
always wears a well-made tie. 
You can, too—just make this test: 


Flip back the folds, hold 
the loose, dangling thread 
—and try to push the fabric 
along the thread. If the 
fabric glides up and down, 
the tie is really Slip 
Stitched. 


Be sure the ties you buy 

are Slip Stitched ... they will 
look better, tie better, 
keep shape longer ! 








How to Sell Stitchers . . These 
& Foundry to build preference for type 


separate cartons, one containing the 
metal box and interior, another the 
third containing 20 
“plug-in breakers” or switches. 
Trumbull reports that the speedier 
handling already has permitted a 


front and a 


price reduction on the unit. 


Equipment maker ties in 
with consumer tie promotion 


Industrial advertisers can use 
consumer advertising, even though 
they have nothing to sell to con- 
The formula: educate re- 
tail purchasers to look for an im- 
portant construction feature in a 
retail product which only your 
own equipment can make. 

American Machine & Foundry 
Co., Stitching Machine Div., New 


sumers. 


>onsumer adas were 


prepared by American Machine 


f necktie stitching done by company’s machines. 


York, is following this idea in a 
series of “rider” ads supplied to 
department stores and men’s fur- 
nishing shops for incorporating in 
their newspaper advertising, direct 
mail and counter and window dis- 
plays for neckties. 

The feature being promoted is 
slip stitching in neckties. Slip stitch- 
ing, the company says, makes ties 
“look better, tie better, keep shape 
longer.” At the conclusion of the 
copy dealing with ties in general . . 
bearing no signature the con- 
sumer is told how to test a tie to 
make sure it has a slip stitch. 

American Machine & Foundry 
sells equipment which the company 
says duplicates the hand-stitching 
of a_ skilled needleworker, only 
many times faster. 








4 now 





EXPORT MARKET SURVEYS 
AVAILABLE TO YOU FROM 
McGRAW-HILL INTERNATIONAL 








1. “DIRECTORY OF LATIN 
AMERICAN POWER PLANTS” 


Ask us for your copy of this survey produced by 
Ingenieria Internacional INDUSTRIA which pro- 
vides a list of all Latin American power plants over 
500 kw.; also gives details of U. S. exports to Latin 
America last year of electrical machinery and 


equipment which totaled $235,000,000. 


2. “OVERSEAS MARKETS FOR U. S. 
DRUG AND HEALTH PRODUCTS, 
EQUIPMENT AND SUPPLIES” 


A 32-page booklet, produced by PHARMACY IN- 
TERNATIONAL and EL FARMACEUTICO, pro- 
viding detailed analysis of current U. S. exports in 
this field. It shows that in 1951 the total value of 
U. S. exports of Drug and Health Products, Equip- 
ment and Supplies amounted to $567,829,511— 
an increase of 31% over 1950. 


3. “MAJOR LATIN AMERICAN 
CONSTRUCTION PROJECTS” 


This survey, produced by Ingenieria Internacional 
CONSTUCCION, provides a Directory of Latin 
America’s Major Construction Projects (1952-53) 
—$4,681,000,000; also gives details of U. S. ex- 
ports of machinery and equipment to these mar- 
kets—total $175,000,000 last year. 


4. “1952 WORLD MOTOR CENSUS” 


A booklet and map produced by THE AMERICAN 
AUTOMOBILE (Overseas Edition) and EL AUTO- 
MOVIL AMERICANO giving facts and figures on 
current world registration and exports of cars, 
trucks, buses, motorcycles, power cycles, farm 
tractors, parts, tools, equipment, accessories, etc. 
throughout Europe, Asia, Africa, Oceania and the 
Western Hemisphere. U. S. automotive exports 
for the first three months of this year amounted to 
$333,098,825—up $35,342,766 over the first 


three months of last year. 





Send your requests to: 


McGRAW-HILL INTERNATIONAL 


Headquarters for Worid-Wide Business Information 


330 West 42nd St., New York 36, N.Y. 


ad 


Offices in Principal Cities of the World 


IN EXPORT TOO .. . The Best Informed men in Every Field Read the Business Press! or “aan” 
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Oliver leon and S 


Oliver Iron and Stee] Corporavon 


Everything But. . Oliver's 


Cover Story 


How u feels to be hut by » sheamimer 


Oliver campaign injects 


dramatics into nuts and bolts 


® TO ANY AGENCY that has been in 
the industrial field for long, a “nuts- 
and-bolts account” is a somewhat 
painful expression. It denotes the 
account whose products are so sim- 
ple and so basic that they have al- 
most no product feature worth pro- 
moting 

What can you say about a rivet, 
a screw, a bolt, a washer or a nut? 
Only in their applications do indus- 
trial fasteners emerge as the vital 
servants of industry that they are 

When you talk about the func- 
tions that nuts and bolts perform, 
the strains they withstand, the 
stamina they're called upon to ex- 
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hibit . . then you're really talking. 
Those are things you can dramatize. 
And by pulling out all the dramatic 
stops in its advertising, Oliver Iron 
& Steel Corp. of Pittsburgh is mak- 
ing its industrial fasteners the stars 
of ads that at first glance don’t ap- 
pear to be talking about nuts and 
bolts at all. 

The campaign has been running 
this year in Fortune, Harvard Busi- 
ness Review and three Pittsburgh 
newspapers 

The head-on picture of an on- 
rushing streamliner in one of the 
ads serves to illustrate (see cover). 
It focuses on a little-known fact 


about the beating that’s taken by 
the railroad tracks most people take 
for granted. Coming down the 
track at 90 miles an hour, a 1,300- 
ton streamliner actually creates a 
depression in the earth as much as 
20 feet ahead of its cowcatcher. 
That depression is a result of ver- 
tical impact. Combine it with a 
horizontal impact equivalent to that 
of a 12-inch shell hitting at point- 
blank range and you put scream- 
ing pressure on the rails .... and on 
the rails’ screw and drive spikes, 
gage rods and bolts. 
product 
liver’s advertising 


To dramatize applica- 
tions like this, 
department and its agency, C. J. 
La Roche & Co., New York, chose 
to use artists’ drawings rather than 
photographs. The reason was that 
the artist’s pen and brush are more 
flexible and better able to drama- 
tize most applications some of 
them so unusual that a photograph 
would be impractical if not impos- 
sible. Artist Don Moss has done 
the illustrations. 

Take another example in the cam- 
paign: extreme, perhaps, but dra- 
matically effective. Ship salvaging 
often requires that a sunken vessel 
be refloated and towed to a salvage 
yard. When the vessel’s insides are 
pumped dry, the bolts and rivets 
that hold her plates together must 
keep her from buckling under the 
crushing tons of pressure on the 
ocean floor. Result: a powerful 
testimony to the strain-capacity of 
those fasteners. 

The Oliver ads credit other mod- 
ern miracles, in part at least, to 
industrial fasteners: Automobiles 
can run for 500,000 miles and still be 
eager for more. Railroad freight 
cars keep on rolling almost forever. 
(Two boxcars in service on a west- 
ern Class A road have been on the 
job since the 1880's.) Skyscrapers 
and suspension bridges sway in 
hurricane gusts but still hold fast. 

Oliver markets its industrial fas- 
pole-line hardware 
jobbers. That 


teners and 


largely through 


‘makes it practically impossible to 


tell exactly where Oliver products 
wind up in service. But the fact 
that they may be doing their jobs 
on any railroad, on any bridge, in 
any building or on any telephone 
line anywhere in the world gives 
creative thinking plenty of latitude. 





HOW MUCH HAS 


METALWORKING CLEVELAND 


The same thing has 


happened to your whole 


Metalworking market ! 


IN 1940... 836 metalworking plants 
employing 118,587 workers made Cleveland 
an important metalworking city 


TODAY... The country’s sixth city has 
1581 metalworking plants and over 200,000 
employees—a 10-year growth that nearly 
doubles your Cleveland sales opportunity 


Having more than doubled in number of plants, employment 
and physical volume since 1940, the metalworking industry 
offers rapidly expanding sales opportunities for companies like 
yours with a stake in this biggest of all markets. But your 
share of the increased potential depends on how well you keep 
ahead of your competition through an effective sales and 
advertising program. STEEL makes it possible for you to reach 
more of the key men who run U. S. Metalworking than any 
other publication in the field. By continuing to match its 
circulation to buying power, STEEL carries your advertising 

to the plants that account for well over 90% of all 
metalworking business. Ask the man from STEEL for the 

latest facts on STEEL’s coverage of this dynamic industry. 
STEEL - Penton Building - Cleveland 13, Ohio 


STEEL Keeps Growing 
As Metalworking Grows 





1 
— Closely matching the growth of Metal- 


working, STEEL has more than doubled 
its circulation since 1940! 














WESTERN MARKET HAS NATIONAL CHARACTERISTICS 


The area served by WESTERN INDUSTRY is all the 11 Western 
States—a market in which almost 20 million persons were counted in 
the 1950 census. This is not a “region” in the usual sense; it 1s several 
regions, each with distinct types of industry—yet the whole is bound 
together by geography 

In this market are many kinds of manufacturing and processing; 
mining of minerals, ore, coal, chemicals; lumbering and allied in- 
dustries; petroleum and natural gas; textiles and apparel; paper; and 
many others. WESTERN INDUSTRY is a horizontal monthly maga- 
zine edited specifically for the management and production men who 
operate in these varying industri¢s. 


WHY WESTERN MARKET IS DIFFERENT 


TERRAIN—The 11 Western States occupy a sizeable chunk of the 
U.S. land area—little short of one-half! Here you find any kind of 
topography. In many sections the terrain is extremely rugged; in all 
of it transportation is a problem because railroads are few; so the West 
is more dependent on trucking, bus and airplane transport for both 
products and people. Distribution points are far apart due to terrain 
and long distances; thus inventories are high 

NATURAL RESOURCES—The West is rich in natural resources 
minerals, forests, petroleum and many others. Varying climatic condi- 
tions make possible a tremendous variety of agricultural products; 
indeed, some sections are cultivated the year round and yield a suc- 
cession of different crops. The result is a healthy economy; one not 
dependent on a couple of major industries or crops for stability 
MANUFACTURING GAINS Manufacturing industries of the 11 
Western States are outstripping the Nation. Since 1947 they have 
gained 7.547 in production workers while the remainder of the coun- 
try lost 1.967; they gained 26.307 in value added by manufacture 
while the remainder of the country gained only 2007 (U.S. Bureau 
of Census figures). 


HOW WESTERN INDUSTRY REACHES ITS MARKET 


WESTERN INDUSTRY is edited primarily for the men who 
run” Western manufacturing and processing industries, These in 
dustries are many and varied, but there are underlying problems which 
are common to all; ie. production, design, plant maintenance, labor 
relations, transportation, finance, and the like. Naturally, these prob 
lems are solved by management and production men—and it 1s these 
men who buy or influence buying for their plants. THESE ARE THE 
MEN TO WHOM WESTERN INDUSTRY IS MAILED 
CIRCULATION—Any CCA circulation book is only as good as its 
irculation lists—that’s why WESTERN INDUSTRY goes to such 
great lengths to maintain /ire circulation. Our basic source is official 
rosters and directories such as California Manufacturers Directory, 
Mining & Milling Directory, L. A. County Industrial Development 
bulletins (monthly) and others of this type. Furthermore, we have a 
full-tume man who travels the entire West contacting distributors and 
manufacturers, gathering data on plant operations, personnel, et 
Finally, we guarantee that the data thus assembled is USED by the 


circulation manager to maintain live lists 





CIRCULATION BREAKDOWN—CCA Statement of Dec. 

1951, shows this analysis of industry coverage: 
Metal Working, Fabricating and Machining: Shipbuilding, 

aircraft, accessories, foundries, vaaiie machine opera- 

tions, electrical apparatus. . 4,058 
Food Industries: Fruit, vegetables, meat. canners, * packers, 

processors; bakers, dairy products, breweries, wineries, 

other beverages . . 824 
Building Materials and Equipment: Clay products, cement, 

miscellaneous materials . . 345 
Chemical and Mineral Industries: Petroleum, refining and 

processing; glass, synthetics, ae mining and spe- 

cial mineral processing . . 1,535 
Lumber and Wood Products: Pulp and paper, lumbering, 

furniture and heavy mill work . 1,041 
Textile and Apparelindustries. . ....... 125 
Transportation and Warehousing ..... . 184 
Utilities and Financial . . os Swe ee ee 221 
Governmental Buying Agencies ; ute 159 
Associations, Educational and Technical Libraries ‘ 267 
Distributors . . PF 329 
Management Consultants ‘ond Industrial Engineers. 

fa Prowawe Prectics . 6 5 tt 8 8 lt 116 
Miscelianeous Industries. . . . ....... 131 


Total . . . 9,335 


ADVERTISING CONTRACTS PROVE VALUE 


Here's proof of what advertisers think of WESTERN INDUSTRY 
1950 1951 % increase 
Advertising Volume (Pages) 505 687 34% 
Number of Advertisers . . 166 244 47% 


ADVERTISING RATES 
Effective July 1, 1951 

Less than 3 pages, within one year 
3 to 5 pages, within one year 
6 to 11 pages, within one year 
12 to 23 pages, within one year . 230 per page 
24 pages or more, within one year. . . . 215 per page 
COLORS: AAAA red, yellow, orange, blue, or green, $60 extra per 
page; $90 for two facing pages. 
Any other color—rates on request. 
BLEED: 20% extra for 1 page; 159% extra for 2 facing pages. 
INSERTS: Rates on request. 


Western Industry Belongs on Your National Schedule 


$280 per page 
270 per page 
255 per page 


To sell profitably to the manufacturing industries of the 11 West- 
ern States, put WESTERN INDUSTRY on your national schedule. 
Remember this market is not one region—it is several regions all 
wrapped into one big parcel of the U. S$. WESTERN INDUSTRY 
covers it all, Call our nearest District Manager NOW. 





WESTERN 
INDUSTRY 


Other KING PUBLICATIONS: 


WESTERN CONSTRUCTION and IMPLEMENT RECORD 


609 Mission Street + San Francisco 5, California 


DISTRICT MANAGERS: 


NEW YORK—Richard J. Murp 
107-51 - 131st St., richmond Hill 19 
Telephone JAmaica 9-265 


CHICAGO—A. C. Petersen 
3423 Prairie, Brookfield, III. 
Telephone Brookfield 532 


SAN FRANCISCO—V. C. Dowdle 
609 Mission St., S. F. 5, Calif. 
Telephone YUkon 2-4343 


LOS ANGELES—J. E. Badgley 


128 So. Mansfield, L. A. 36, Cal. 
Telephone WEbster 8-8512 


PAC. N. W.= Arthur J. Urbain 


609 Mission, San Francisco 5 
Telephone YUkon 2-4343 











NIAAA 


Chapter activities 
of the National Industrial 
Advertisers Association 





WY 


1,500 admen attend conference 


Wedereit elected president; 
name seven trustees, raise 
$86,000 for research institute 


® cHicaco .. More than 1,500 ad- 
men attended the annual conference 
of the National Industrial Adver- 
tisers Association . . where they put 
the accent on research. 

They heard a report from Ben- 
nett S. Chapple, Jr., assistant ex- 
ecutive vice-president of U. S. Steel 
Co., that the new NIAA Industrial 
Advertising Research Institute has 
raised pledges of $86,000, has col- 
lected all but several thousand of 
this in cash and has elected seven 
new trustees to start spending it. 

They turned over to the trustees 
a report showing that a majority of 
NIAA members want to find out, 
more than anything else, how to 
measure more completely the re- 
sults from business publication ad- 
vertising. 


Kentucky Colonel . . New NIAA 
President Gene Wedereit (right) is com- 
missioned a Kentucky colonel by President 
W. H. Girdler of Girdler Corp., represent- 
ing Kentucky governor at conference. 


They elected Gene Wedereit, ad- 
vertising manager, Girdler Corp., 
and Tube Turns, Louisville, to be 
their new president. 

They voted to hold the next an- 
nual conference in Pittsburgh and 
they began thinking about a pro- 
posal by Mr. Wedereit that the con- 


New Trustees . . of the NIAA Advertising Research Institute include (1. to r.): Messrs. 
Hays, Spurr, Chapple, Putman, Apsey, Maddox and Wedereit. (See story above.) 


news 


National headquarters * 1776 Broadway, New York 19, N. Y. 
John F. Apsey. Jr.. president 
Blaine G. Wiley. executive secretary 


ferences be held in early fall instead 
of early summer. 

Their board of directors gave a 
vote of confidence to NIAA Execu- 
tive Secretary Blaine G. Wiley and 
renewed his contract for two years. 
Renewal had been opposed by 
NIAA Vice-President W. B. Mon- 
tague, U. S. Steel Co., who had 
voiced his opposition in a letter to 
board members. 

They voted to allow junior mem- 
berships to admen under 30 years 
old at dues of $2.50 annually to at- 
tract more young men into NIAA. 

They heard from NIAA Secretary 
Treasurer Robert D. Towne, W. L. 
Towne Advertising, New York, that 
the association has boosted its mem- 
bership to a record 3,794 admen to 
retain its position as the world’s 
largest advertising association. New 
York is the biggest chapter, with 438 
members, and Chicago is second 
with 417 members, Mr. Towne an- 
nounced. 

He said that NIAA has a contin- 
gency reserve fund of $19,472 and a 
surplus of $10,000, and for the first 
time will operate through the sum- 
mer without using profits of the 
annual conference. 

The 1,500 attendance total was 
an approximate one and it was be- 
lieved that the final count would hit 
1,800, equaling last year’s record 
New York attendance. Full regis- 
trations were a record 651. 

New trustees of the NIAA re- 
search foundation are: 

Three-year terms . . Mr. Chapple 
and George O. Hayes, president, 
Penton Publishing Co., Cleveland. 
Two-year terms .. NIAA Past 
President John F. Apsey, Jr., ad- 
vertising manager, Black & Decker 
Mfg. Co., Towson, Md., and John C. 
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Maddox, assistant to the president, 
Fuller & Smith & Ross, Cleveland. 
One year .. John C. Spurr, director 
of research, McGraw-Hill Publish- 
ing Co., New York, and Russell L 
Putman, president, Putman Pub- 
lishing Co., Chicago 

One of the first jobs of the trus- 
tees will be to appoint the very im- 
portant institute director 

New NIAA officers 
George Black, public relations di- 
rector, Cooper Alloy Foundry Co., 
Hillside, N. J., elected secretary- 
treasurer for one year. 


include 


For two-year terms as vice-presi- 
dents were J. Whitford Dolson, 
Hercules Powder Co., Wilmington; 
Winston H. McCallum, Douglas Fir 
Plywood Association, Tacoma; Wil- 
liam C. Sproull, Burroughs Adding 
Machine Co., Detroit; and Frank 
Wright, Cockfield, Brown & Co., 
Montreal. 

Vice-presidents serving their sec- 
ond year will include Kenneth J. 
Bayer, Oakleigh R. French & As- 
sociates, St. Louis; W. B. Montague, 
U. S. Steel Co., Pittsburgh; and A. 
R. Tofte, Allis-Chalmers Mfg. Co., 
Milwaukee. 


‘New’ in headline increases 
readership 17%, says Rosberg 


® cuHicaco .. The word, “new,” in 
an ad headline increases the num- 
ber of readers who will read it 
thoroughly by 17%, J. Wesley Ros- 
berg, director of research, Buchen 
Co., Chicago, told the annual con- 
ference of the National Industrial 
Advertisers Association. 

The word increases visibility of 
the headline 6 or 7%, he said. He 
based his findings on a study of the 
readership scores of 3,241 ads in 
Power. Ads were black-and-white 
and two-color pages. 

Speaking on a panel on reader- 
ship research, he said: 

“The word, ‘you, in a headline 
was found to have no influence on 
either visibility or readership. Ads 
with the name of the manufacturer 
and the product class in the head- 
line had a 5% higher ‘noted’ score 
than the next group: product class. 
It in turn was 5% higher than ads 
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New NIAA Officers . . Seated 


Vederei 


Pallum 


whose headlines were tricky or 
merely showed the manufacturer's 
name. The same pattern held true 
for ‘read most’ scores.” 

Two-line and three-line head- 
lines scored 8% more visibility than 
either one-line or four-line heads, 
he said. The kind of type used had 
little effect on visibility, although 
run-in heads mortised into illustra- 
tions deterred visibility. 


Measuring ad effectiveness 
voted greatest research need 


in study of 1,500 NIAA members 


® cHIcaco . . Some 1,500 industrial 
admen have voted emphatically that 
their greatest research need is the 
development of methods to measure 
the effectiveness of business pub- 
lication advertising. 

The admen, representing a ran- 
dom sample of 3,650 members of the 
National Industrial Advertisers As- 
sociation, replied to a mail survey 
conducted by the NIAA research 
planning and control committee. 
Survey results were announced by 
committee chairman R. C. Sickler of 
DuPont at the annual NIAA confer- 
ence and will be turned over to the 
association’s new Industrial Adver- 
tising Research Institute as a basis 
for deciding projects. 

More than 72% of the admen 
listed business publication advertis- 
ing as a subject in which they felt 
a primary need for research. The 
majority of this group listed specifi- 
cally the need for effective measure- 
ment of advertising. 

The second most popular research 


Standing: Messrs. 


was absent at time of photo. 


subject was business publications 
(including readership measurement, 
relative value of horizontal vs. ver- 
tical publications, etc.), which was 
listed by 55% of the respondents. 
The vote for other subjects was: 

Advertising budgets, 39%; in- 
quiries, 32%; broadening the adver- 
tising program, 32%; market re- 
search, 27%; direct mail, 27%; copy 
and layout, 27%; trade shows, 22%; 
catalogs and other literature, 20%; 
and organization, 10%. 

Each respondent was mailed a list 
of 11 subjects under each of which 
was listed several specific projects. 
The respondent was asked to check 
only four projects in the entire list 
. . the projects he believed most ur- 
gent. For example, under business 
publication advertising were listed 
four projects: (1) development of 
methods for measuring ad effective- 
ness, (2) methods of checking com- 
petitive advertising, (3) methods for 
finding out who influences industrial 
purchasing and (4) how to obtain 
case histories. A space was left for 
write-in projects. 

Admen replying to the question- 
naire .. which pulled a 43% return 

. were distributed among different 
groups as follows: advertisers, 44%; 
agencies, 27%; media, 24%; and 
printers, engravers, researchers, etc., 
5%. 

Among advertisers, 72% checked 
projects under business publication 
advertising, 43% checked advertis- 
ing budgets and 42% checked busi- 
ness publications. Agency men 
ranked their first three choices in 
the same order. As might be ex- 





pected, media men ranked business 
publications first with 85% of 
media respondents checking projects 
in that classification. 

The survey showed that, in the 
budget classification, advertisers and 
agency men were most interested in 
“how to establish industrial adver- 
tising budgets scientifically” where- 
as media men preferred research on 
“how the advertising budget should 
be ‘sold’ to management.” 

The committee included Wroe Al- 
derson, Alderson & Sessions, Phila- 
delphia; Henry G. Erck, VanSant 
Dugdale & Co., Baltimore; J. F. 
Fitzsimmons, Allis-Chalmers Mfg. 
Co., Milwaukee; Albert D. Freiberg, 
Psychological Corp., New York; 
John C. Maddox, Fuller & Smith & 
Ross, Cleveland; J. Stanford Smith, 
General Electric Co., Schenectady; 
and R. J. Wilcox, U. S. Steel Co., 
Pittsburgh. The questionnaire was 
prepared by Messrs. Freiberg, Mad- 
dox and Fitzsimmons. 


Industrial ad budgets average 
2.01% of gross sales: survey 

® cHicaco . . Industrial advertising 
budgets averaged 2.01% of gross 
sales last year, representatives of 
the Industrial Advertising Associa- 
tion of Southern California, Los 
Angeles, reported at a panel meet- 
ing of the NIAA convention. 

The figure was based on replies 
to NIAA’s 1952 budget survey, 
sponsored by the Los Angeles 
chapter. A total of 486 manufac- 
turers contributed budget facts to 
the survey. Well distributed geo- 
graphically, the replies represented 
about 95% of all returns. An ad- 
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ditional 29 returns came from non- 
manufacturers. In this group, 1.31% 
of sales was the average budget 
figure. 

However, nearly three-fourths of 
both groups reported that they de- 
termine their budgets by the job to 
be done, rather than on a per cent 
The survey also 


of sales basis. . 
other about 


showed these 
manufacturer budgets: 

A plurality spends between $100,- 
000 and $500,000 annually. Close 
to 50% of this goes into business 
publications. An average of 15.5% 
is used up in production costs. An- 
other 5.5% is spent on industrial 
shows. 


facts 


October was revealed as the most 
popular month for preparing budg- 
ets, which for 71.4% of the manu- 
facturers was on a calendar year 
basis. 

A ccmplete report of the budget 
survey will be available to NIAA 
members without charge by Sept. 
1, Edward E. Beauchamp, Jr., ad- 
vertising engineer, Lane-Wells Co., 
Los Angeles, and moderator of the 
budget panel, the 
close of the “preview.” 

Other panel participants were 
Howard Carlson, advertising man- 
ager, Marman Products Co., Ingle- 
wood, Calif.; Jack Quisenberry, 
advertising manager, Axelson Mfg. 
Co., Los Angeles; George H. West, 
advertising director, Consolidated 
Engineering Corp. Pasadena; 
Harry E. Petersen, advertising 
manager, Citizens National Trust 
& Savings Bank, Pasadena; Charles 
Meister, advertising department, 
Robert W. Walker Co., Los Angeles. 
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Brown of Bryant Chucking wins 
$1,000 Industrial Press award 


® cuicaco .. Alan M. Brown, ad- 
vertising manager, Bryant Chuck- 
ing Grinder Co., Springfield, Vt., 
won the annual Industrial Press 
award of $1,000 for a campaign for 
machine tools. 

Robert Luchars, president, Indus- 
trial Press, presented the award to 
Mr. Brown “for the best docu- 
mented presentation proving to 
management the need for a specific 
advertising program.” Honorable 
mention went to Ad Managers G. 
T. Van Alstyne, Air Reduction Co., 
and George H. West, Consolidated 
Engineering Co. 


Montague, Joyce, Goris take 
new jobs in advertising 


® cHicaco . . Three members, in- 
cluding two vice-presidents, of the 
National Industrial Advertisers As- 
sociation, announced at the NIAA 
conference that they are changing 
to new advertising positions. 

W. B. Montague, staff assistant to 
Bennett Chapple, Jr., assistant ex- 
ecutive vice-president of U. S. Steel 
Co., announced that he will become 
manager of public relations for Jef- 
frey Mfg. Co., Columbus. 

Robert A. Joyce, advertising man- 
ager, “Automatic” Sprinkler Corp., 
Youngstown, O. has formed his own 
advertising agency, Robert A. Joyce — 
Co., taking on “Automatic” as a ma- 
jor account. Messrs. Joyce and Mon- 
tague are NIAA vice-presidents. 

Earl Goris, advertising manager, 
Dearborn Chemical Co., Chicago, 


diners at NIAA’s first official banquet of the 30th an 


included (I. to r.) Keith Ferguson 
Ill; Harry E. Peterson, Citizens 
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vice-president-elect of the Chicago 
Industrial Advertisers Association, 
will go to Honolulu to become ac- 
count executive, W. H. Male, Ltd., 
whose accounts include consumer 
and several in the chemical and 


other industrial fields. 


Urges advertisers: keep your 


wording out of agency's copy 


® cuicaco . . Industrial advertisers 
should lay off the pencil when ap- 
proving certain types of advertising 
copy, D. M. Pattison, vice-president 
of sales, Warner & Swasey Co., 
Cleveland, told the annual confer- 
ence of the National Industrial Ad- 
vertisers Association. 

He said that his own company fol- 
lows that policy in its 12-year-old 
“free enterprise campaign” in busi- 
ness publications. 

“When the agency comes to us 
with a piece of copy, we turn it 
. but we never 
“I do 


not believe, nor have my predeces- 


down or accept it 


rewrite it,” he emphasized 
sors believed, in putting our word- 
ing into the midst of Ken Akers’ 
writing [Kenneth W. Akers, presi- 
dent, Griswold-Eshleman Co., the 
company’s agency], because I know 
that would be unsound and unwise.” 

“I don’t think in the years we 
have worked together we have 
turned down more than a dozen ad- 
vertisements, and most of those 
have been for company policy rea- 
sons.” 

Mr. Pattison said that, after he 
approves the copy, the agency then 
sets the ad in proof and ships it, 
sending him press proofs for the 
company files. 

“I then send one such proof to the 
president, executive vice-president 
and manufacturing vice-president,” 
he said. “If there is any policy 
violated there is still time for them 
to call me and discuss it, but that 
almost never happens.” 

“Another interesting point in ou 
agency relationship is how we ar- 
rive at our advertising appropria- 
tion. Years ago, when our agency 
relationship was new, the agency 
came out to see us with studies of 
the industry, advertising trends, etc 
Walter Bailey, who was the man 
they were then working with, said, 
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‘I think that’s a hell of a way to ar- 
rive at an advertising appropriation. 
Now we are going to tell you what 
we expect our advertising to ac- 
complish. Then you tell us what it 
takes to accomplish that. That is 
the way to arrive at an appropria- 
tion.” We have operated on that 
basis ever since, and plan to con- 
tinue.” 

Mr. Pattison said that when the 
company started its modern adver- 
tising program in 1936, the com- 
pany’s sales had fallen to 4% of ca- 
pacity. A campaign of two-thirds 
pages was started to sell manage- 
ment on plant modernization. 

“We were a small company with 
a small budget, so this was a major 


problem,” he said. “And the de- 
pression had left us with not a dol- 
lar to waste.” 

By 1938 the campaign theme was 
developed into the argument that 
U. S. business should have faith in 
the nation despite the current sharp 
depression and use the period to 
modernize equipment at low cost. 
As war approached, Mr. Pattison 
said, the company resolved “not to 
manufacture itself out of business 
again, as we did in World War I” 
and to “build such a reputation for 
the company that even if it’s baby 
the Warner & Swasey 
The means 


carriages, 
name will sell them.” 
was the current campaign which 
was launched in 1940. 

Mr. Pattison asserted the cam- 
paign has not only achieved its 
primary aim of selling the company 
and its products to top manage- 


ment [today Warner & Swasey is 


one of the two largest machine tool 
manufacturers], but has built pres- 
tige in mass circulation even though 
“we couldn’t afford to run these 
messages in mass circulation media.” 
He said that many companies re- 
print the ads in company internals, 
and as pay envelope enclosures and 
plant posters. 


Wiggers of Hough wins Putman 


first award for second time 


® cHicaco .. The annual first prize 
Putman award of $1,000 and a cita- 
tion for the best documentation of 
results from industrial advertising 
went to the Frank G. Hough Co., 
Libertyville, Ill., which thus became 


u 


com, Lyman 


the first advertiser to win the award 
twice. 

Advertising Manager Raymond P. 
Wiggers, who won the award for 
the Hough company in 1950, re- 
ceived the 1952 award from Col. 
Russell L. Putman, publisher, Put- 
man Publishing Co. A citation and 
$700 went to Raymond B. Thomas, 
account executive, Ervin R. Abram- 
son Advertising, Milwaukee, Hough’s 
agency. 

These were among 20 awards, in- 
cluding 10 cash prizes totaling $5,- 
000, presented by Putman in the 
competition. Other citation win- 
ners (including advertising man- 
agers and account executives) and 
their cash prizes: 
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man 1ccount 
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>. A. Reece 
Reece). 
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Pittsburgh 


Johnston, Koppers 
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00 (David 
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Malcom) 
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Co., Dayton, O.; agency, 


Adv ng. B. F. Goo 


agency iswold-Eshleman 
Corp., Milwaukee; agency 


oa 


McDonald, Chicago. Torringt 


’o., Torrington, Conn.; agency j 
Graceman & Associates, " 


rp., Cleveland; agency, How 


vink Advertising Agency, Marion 


NIAA Secretary-Treasurer Bob Towne 


rosy financial report at directors’ meeting 


Get publicity through human 


chain, Lang advises admen 
® CHICAGO Make the people 
around you missionaries for your 
convictions, Charles H. Lang, vice- 
president, General Electric Co., 
Schenectady, urged admen at the 
annual conference of the National 
Industrial Advertisers Association, 

Reminding members of the chain 
of personal contacts radiating from 
every company through its em- 
ployes, out to the community at 
large, Mr. Lang declared: 

“This human communication net- 
work, which can be so useful if 
mobilized in our interest, keeps 
right on functioning as a network 
regardless of anything we do as a 
company. It can function on mis- 
apprehension, rumor, misinforma- 
tion, and hostility . . and it will do 
so, unless we adapt our techniques 


to embrace it and get it working for 


” 
our team. 


Most people get their points of 


view, beliefs and convictions 
through personal contact, by way 
of friends, neighbors, relatives, 
teachers . . even barbers, Mr. Lang 
stressed. He said they were only 
secondarily influenced or reinforced 
in their judgments by what they 
read, see or hear on the receiving 
end of mass media. 


P. 0. E. Johnson, 60, dies 


en route to NIAA conference 


® cuicaco . . Peter O. E. Johnson, 
60, died of a heart attack while pre- 
paring to leave his home in subur- 
ban Highland Park to attend the 
National Industrial Advertisers As- 
sociation convention. 

Mr. Johnson was western repre- 
sentative of Southern Hardware and 
Southern Power & Industry, pub- 
lished by W. R. C. Smith Publish- 
ing Co., Atlanta, where he served for 
12 years. Previously he had served 
as sales representative for Worth- 
ington Corp. and McGraw-Hill. 


Cone tells NIAA . . admen’s 
future is selling political ideas 


® CHICAGO Fairfax Cone, presi- 
dent, Foote, Cone & Belding, an- 
nounced that the Advertising Coun- 
cil is launching the second largest 
campaign in its history 
paign to get out the vote next No- 
vember. 

Addressing the annual conference 
of the National Industrial Adver- 
tisers Association, he declared that 


a cam- 


the campaign was a major step in 
a field of activity which, he said, 
offers advertising its greatest fu- 
ture . . the field of political and eco- 
nomic ideas. 

“Advertising has proved its worth 
beyond any doubt in the field of 
selling goods,” he said. “I have no 
doubt that advertising can promote 
ideas.” 

Deploring the nation’s low voting 
record, he asserted that the “poor- 
est voting record of all is among 
our professional and _ intellectual 
groups.” He expressed confidence 
that the Advertising Council cam- 
paign will these 
groups. 


succeed among 


Don‘t ask for free literature, it's 
bargain, distributors told 


® cHICAGO . . Distributors who com- 
plain when they have to pay for 
sales promotion literature supplied 
by the manufacturer are getting a 
unique bargain available nowhere 
else, John H. Allen, Blackhawk Mfg. 
Co., Milwaukee, told a group of ad- 
vertisers and agency men in a panel 
discussion at the NIAA conference. 

An agency executive asked Mr. 
Allen from the floor: “Why do you 
supply promotion literature to your 
own salesmen without charge, but 
make your distributors pay?” Mr. 
Allen replied: “We charge for lit- 
erature only at the local level. We 
provide the distributor with his own 
offset letterhead on materials at $10 
a thousand. That is cheap. He 
can’t buy that printing anywhere 
at that price.” 

Mr. Allen said that charging for 
literature helped insure its use by 
the distributor, and that Blackhawk 
distributors had bought 166,000 
pieces . . or 1,000 pieces per distrib- 
utor . . in 1952 while the company 
was giving away an _ equivalent 
quantity without charge. 

H. E. Torrell, Syracuse Supply 
Co., Syracuse, N. Y., representing 
distributors on the panel, listed 
gripes against manufacturers. He 
decried the manufacturer who: 

1. Prepares good sales promotion 
material, distributes it to customers 
directly and fails to notify his dis- 
tributors. 

2. Fails to educate the distributor 
salesmen in advance about the sales 
objectives of the literature going out 
to customers. 

3. Fails to keep a sense of pro- 
portion about the importance of his 
product in relation to the other 
products sold by the distributor. 

At a panel session on direct mail, 
depart- 

Pitts- 

man- 


John Angus, advertising 
ment, Fisher Scientific Co., 
burgh, 


agers to keep the Addressograph 


advised advertising 
plate detail a routine one and avoid 
getting personally involved. His rec- 
ommendation: “Don’t devote your 
lives to keeping them perfect. Place 
a good girl or fellow on top of the 
job and check over their progress 
every once in a while.” 

He said that any savings in post- 
age and print orders which resulted 
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from too-minute inspection would 
be more than offset by “the terrific 
waste” of the advertising manager's 
time and efforts 

At a panel session on advertising 
effectiveness, Arthur H. Dix, vice- 
president,Conover-Mast Corp., New 
York, told how Westinghouse Elec- 
tric increased its share of a market 
through advertising. The company, 
he said, was netting 17° of industry 
sales of a certain type of product in 
1947, then increased its advertising 
substantially for two years, and by 
1950 increased its share of the 
market to 20° for a sales gain 
of $6,000,000 annually 

At a session on industrial shows, 
Russell F. Oakes, advertising and 
promotion manager, Clark 
Equipment Co., Battle Creek, Mich., 
trade show exhibitors: 


sales 


advised 
“Make your product, not your show 
case, nor your background, nor im- 
pertinent gimmicks the focal point 

or points . . of your exhibit.” He 
scorned “arty settings for industrial 
exhibits” and the use of “quarter- 
dressed girls.” 


He urged NIAA to 


information on 


catalog the 
exhibit 
techniques “scattered at random for 


store of 


the most part in the minds of men” 
close to the field of exhibiting and 
its techniques. He said that this 
scattered information, once assem- 
bled, would be invaluable to show 
exhibitors 

Outlining results of a mail survey 
of 688 industrial admen, Arthur C 
Corp., 


Cleveland, said that industrial show 


Devorn, Devorn Displays 
exhibitors are more interested in 
exhibit techniques than any other 
aspect of show problems. In the sur- 
vey, 43° 
as their major problem, 38° 


listed exhibit techniques 
listed 
auditing of show attendance; and 
19°; listed improved operations by 
show management 

Participants in a discussion of ex- 
port advertising warned admen to 
beware of offending foreign markets 
with ads prepared for home con- 
sumption. The problem arises in 
U. S. media with growing overseas 
circulations 

Panel members suggested that ads 
intended for American markets only 
could be improved from the stand- 
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point of reaching foreign buyers, 
without actually slanting them that 
way. Very often the copy or mat- 
ter of the ad has a needlessly offen- 
sive or negative effect, they told 
NIAA advertisers. 

The panel included Ray F. Herr, 
export manager, Harnischfeger 
Corp., Milwaukee; Fitzhugh Grang- 
er, manager, merchandising service, 
foreign operations, International 
Harvester Co., Chicago; Robert R. 
Dunwody, head of Chicago interna- 
tional department, McCann-Erick- 
son, and H. I. Orwig, vice-president, 
Buchen Co 


chapter 
San Francisco wins award 
for biggest membership gain 


The Northern Cali- 
fornia Industrial Advertisers Asso- 
ciation won the annual NIAA award 
for showing the greatest increase in 
membership during the year. 

NCIA, the San Francisco chapter 
of NIAA, received $250. Second 
prize of $150 went to the Albany 
chapter, and third prize of $100 to 
Philadelphia. 


® CHICAGO 


Philadelphia wins $500 award 
for best chapter publication 


The Traffic Service 
award of $500 and a certificate for 
the best NIAA chapter publication 
was presented to the Eastern Indus- 
trial Advertisers, Philadelphia. 
Roland G. E. Ullman, Jr., editor 
of “EIA Deadline,” the 


publication, 


® CHICAGO 


winning 

award 
from Emil Stanley, vice-president, 
Traffic Service Corp., Chicago. Sec- 


received the 


ond prize of $200 and a certificate 
was presented to W. B. Grosvenor, 
editor of “The IMC Reporter,” pub- 
lication of the Industrial Marketers 
of Cleveland. The two editors also 
received engraved gold watches. 

Certificates of honorable mention 
went to the Chicago Industrial Ad- 
vertisers Association for “Copy,” 
edited by Phillip J. Desmond, and 
the Industrial Advertisers Associa- 
tion of Ontario, Toronto, for “Ad- 
Ventures,” edited by John McNally. 

Winners were chosen from 11 en- 
tries, of which three were new pub- 
lications founded as a result of the 
competition. Chairman A. J. Grif- 
fin, sales promotion manager, Ticon- 
ium Div., Consolidated Car Heating 
Co., Albany, explained that the 
Cleveland publication ran a close 
second, edged out by two factors . . 
the exceptional improvement that 
the Philadelphia publication showed 
over its previous year and the man- 
ner in which the publication docu- 
mented statements on the awards 
questionnaire. 

Judges included K. C. Pratt, pres- 
ident, K. C. Pratt, Inc., New York; 
Jack Ohnemus, editor of publica- 
tions, Addressograph-Multigraph 
Corp., Cleveland; and Henry J. Sid- 
ford, manager of sales promotion, 
Behr-Manning Co., Troy, N. Y. 


Singleton urges admen to learn 
buyer’s viewpoint better 


® cHICcAGO . . Industrial advertising 
men must change themselves vir- 
tually into salesmen, live with the 
buyer and learn to know him and 
his viewpoint more intimately, J. L. 
Singleton, vice-president in charge 
of the General Machinery Div., 
Allis-Chalmers Mfg. Co., told a ca- 
pacity luncheon crowd at the annual 
conference of the National Indus- 
trial Advertisers Association. 
“Don’t become so preoccupied 
with meeting schedules and con- 


vincing management to use four 
colors instead of black and white 
that the needs of your readers, your 
buyers, become lost in the shuffle,” 


he advised. “Learn those needs in- 
timately.” 
He accused some industrial ad- 
vertisers of failing to do so. 
Asserting that consumer adver- 
tising men have a great advantage, 
he said: 








“They are consumers. Their fam- 
ilies are consumers. They know the 
consumer point of view.”’ 

But he said that the industrial 
adman, for whom distribution “is 
still largely a spectator sport,” must 
learn all the distribution and mer- 
chandising tricks he can from the 
consumer adman and apply what he 
can to the industrial field. 

He said that despite a 50% in- 
crease in the capacity of the U. S. 
econcmy in the past ten years, mod- 
ernization of equipment is_ still 
greatly needed. He asserted: 

“Industry has enormous stocks of 
machines too costly to make, too 
costly to maintain. Other nations 
are building new equipment 
often with the help of your dol- 
lars.” Unless we match that with 
new equipment of our own, we will 
have difficulty competing. It is up 
to industrial advertising to help 
stimulate modernization. 

“We can have all the technical, 
mechanical skill in the world,” he 
concluded, “but we won't get it into 
use until you light the flame.” 

At an afternoon session, John 
Hawley, marketing manager, Shake- 
proof, Chicago manufacturer of in- 
dustrial fasteners, urged industrial 
advertisers to borrow the techniques 
of automobile, appliance, radio and 
television manufacturers in intro- 
ducing new products. For example, 
he advised industrial manufacturers 
to stage previews, “accompanied by 
mastery and glamor .. . to reach 
beyond normal sales contacts to 
pave the way for new _ product 
sales.” 

He said that a pre-introduction 
educational program for dealers 
and distributors is essential to in- 
troduction of a new product. Such 
a program, he said, should give the 
distributor a history of the develop- 
ment of the new product, an outline 
of the sales and promotion program, 
a review of market data, identifica- 
tion of primary market targets, and 
practice sessions to develop in the 
distributor complete familiarity with 
product features, engineering ad- 
vantages, selling techniques, cus- 
tomer benefits and effective use of 
sales presentation material. The 
distributor also should be given a 
plan for follow-through by his 
salesmen, Mr. Hawley said. 

In choosing a name for a new 


product, he warned advertisers to 
steer away from (1) names that 
may be construed as generic and, 
therefore, that legal departments 
will shun, (2) geographical words 
that provide little trade-mark pro- 
tection and (3) ccmplicated descrip- 
tive phrases. He said that new 
product names . . which are more 
difficult to devise in the industrial 
field . . should be short, easy to pro- 
nounce and readily associated with 
the product. 


Three papers win publishers’ 
awards for sales presentations 

= cuicaco .. The National Indus- 
trial Advertisers Association’s an- 
nual awards for the best publishers’ 
sales presentations went to Steel, 
Food Engineering and Textile 
World. 

The awards were presented by 
Kenneth J. Bayer, account execu- 
tive, Oakleigh R. French & Associ- 
ates, St. Louis. 


Smith tells how eight points 

of policy win publicity results 

® cHIcaco . . Agree on basic policy 
before you begin a publicity pro- 
gram, Harry W. Smith, Jr., presi- 
dent, Harry W. Smith, Inc., New 
York, urged industrial advertisers 
at a session of the NIAA convention 
devoted to industrial publicity tech- 
niques. 

To illustrate his point, Mr. Smith 
cited an eight-point policy which 
formed the successful basis of a 
five-year-old campaign for one of 
his clients, Hunter Spring Co., Lans- 
dale, Pa. 

The points were: (1) design 
every technical article to sell the 
idea of the product’s best competi- 
tive feature, (2) direct material at 
only those publications which reach 
the people you want to reach, (3) 
check with the editor before pre- 
paring an article, (4) reprint every 
major article you have published 
for distribution to salesmen, etc., 
(5) by-line all stories with the 
same two cr three names. . in order 
to build individual reputations, (6) 
send out no secondary items . . focus 
on big articles, (7) mix “how you 
should do it” with “how we do it” 
articles, (8) work top national 
books even though business is local. 

Mr. Smith stressed the fact that 


no two policies are ever exactly 
alike. “The publicity policy has to 
be yours . . fitting your own indi- 
“But 
change it to fit circumstances,” he 
added. “Keep your policy organic.” 

He revealed thai the fee paid him 
by Hunter Spring Co. was $10,000 
a year, and that in the past five 
years his publicity program has 
netted 400 to 500 pages of trade 
publication publicity. 

Gecrge Black, manager, public 
relations division, Cooper Alloy 
Foundry Co., Hillside, N. J., moder- 
ator of the indusirial publicity ses- 
sion, blindfolded a woman assistant 
to demonstrate the analogy of 
throwing darts at a target to hitting 
the bulls-eye with publicity. The 
lady was unable to hit the target. 
He commented: “The four elements 


vidual situation,” he declared. 


necessary to effectiveness in this 
field are a target, a weapon, a vehi- 
cle aimed in the right direction, and 
practice.” 

Harold Schor, president, Tech- 
Industry Services, New York, told 
listeners that his publicity efforts on 
behalf of clients are timed in con- 
junction with space promotion. 
“Publicity runs parallel to the stage 
of development of the advertising 
campaign,” he said. 

Mr. Schor looked upon the 1949 
NIAA convention as a milestone in 
the recognition of the role of indus- 
trial publicity. “Before that time, 
industrial publicity played stepchild 
to industrial advertising,” he ob- 
served. 


Program chairmen urged 

to change pace, be controversial 
The most successful 
ingredients of chapter 
programs are change of pace and 
controversial topics that will stimu- 


® CHICAGO . . 
successful 


late audience participation, chapter 
officers of the National Industrial 
Advertisers Association agreed at 
their annual breakfast session. 
Norman F. Hadley, of Hadley 
Displays, Buffalo, advised program 
chairmen to design programs as 
controversially as possible. He cited 
a record attendance at a meeting of 
the Buffalo chapter when five sales 
managers were invited to discuss 
the topic, “Do I believe in my com- 
pany’s advertising?” Floor discus- 
sion, he said, was animated because 
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of critical statements and sugges- 
tions. 

“Another program was designed 
to honor a veteran advertising ex- 
ecutive who was retiring,” Mr. Had- 
ley observed. “Advance promotion 
of the program brought a monthly 
attendance increase from 40 to 110 
members and we landed five top- 
level new memberships at the meet- 
ing.” 

He believed that chapters should 
concentrate on the best local talent 
for speakers, because “good outside 
speakers are too difficult and im- 
practical to obtain.” 

William F. Weimer, advertising 
manager, Rockwell Mfg. Co., Pitts- 
burgh, said that a change of pace 
to consumer advertising topics and 
even to straight entertainment can 
lure members to meetings and sat- 
isfy them successfully. 

“Members want to hear men with 
working industrial advertising mes- 
sages,” he said. “But a major ob- 
jective in attending meetings is to 
get together with their friends and 
colleagues informally. In this sit- 
uation, an occasional meeting with 
a light touch or a flare for show- 
manship . . even when not directly 
related to industrial advertising . . 
can work wonders.” 

Forrest Webster, Detroit sales and 
advertising consultant, said that the 
way a chapter head promotes him- 
self and his chapter can make or 
break him. He advised chapter of- 
ficers to make sure that out-of-town 
speakers and visitors were wel- 
comed warmly. 


McGraw-Hill $1,000 award goes 
to Pittsburgh; Cleveland second 


® cuicaco . . The Industrial Adver- 
tising Council of Pittsburgh won the 
annual McGraw-Hill award of $1,- 
000 for outstanding achievement in 
industrial advertising. The presen- 
tation was made at the luncheon 
July 1 by Nelson Bond, vice-presi- 
dent of McGraw-Hill. 

The chapter won the award for 
the work of its college speakers bu- 
reau which offers lists and sched- 
ules of speakers and their topics on 
industrial advertising topics to col- 
leges and universities in the Pitts- 
burgh area. The bureau is aimed at 
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promoting interest in industrial ad- 
vertising among students and in- 
structors. 

Second prize of $500 went to the 
Industrial Marketers of Cleveland 
for designing a plan to organize 
NIAA chapters as a field research 
source in industrial advertising. 


Carboloy wins first prize 
for industrial exhibit 


® cuicaco . . Winner of the new 
NIAA award for outstanding indus- 
trial exhibits was the Carboloy 
Dept., General Electric Co., Sche- 
nectady. 

The Detroit Edison Co., won sec- 
ond prize, and the Norton Co., 
Worcester, Mass., received third 
prize. 

For the second year in a row, the 

Industrial Advertisers Association 
of Ontario won the conference at- 
tendance award given annually by 
the Pittsburgh chapter. E. M. Glebe, 
Toronto chapter president, accepted 
the trophy on behalf on the Canadi- 
an group. 
McGraw-Hill Publishing Co. . . published 
a daily tabloid newspaper to cover the 
annual conference of the National Indus- 
trial Advertisers Association for the third 
consecutive year. Editor was Jim Suther- 
land of the Chicago news bureau of “Busi- 
ness Week,” assisted by four full-time writ- 
ers and photographers. 


Topper awards go to Crucible, 
GE, Harvester, Hewitt-Robins 


= cHicaco . . The National Indus- 
trial Advertisers Association pre- 
sented four “topper” awards and 32 
certificates of awards for outstand- 
ing campaigns and sales literature at 
the annual conference. 

Topper awards were presented by 
Jeff Lowe of General Exhibits & 
Displays, Chicago, chairman of the 
competition, to Hewitt-Robins, New 
York (agency: Fuller & Smith & 
Ross), for increasing its share of 
existing markets; International Har- 
vester Co., Chicago (Leo Burnett 
Co.), for improving dealer and dis- 
tributor relations; General Electric 
Co., Schenectady (G. M. Basford 
Co.), for improving company public 
relations; and Crucible Steel Co. of 
America, New York (G. M. Bas- 
ford), for outstanding sales litera- 
ture. 

More than 390 entries were sub- 


mitted in 12 classifications. Each 
classification of winners was se- 
lected by a different NIAA chapter. 
The “topper” award winners were 
chosen from the classification win- 
ners by a special jury. Certificate 
winners in each classification were: 


Introduction of a new product . . Dentists’ 
Supply Co., New York; National Lock Co., 
Rockford, Ill; Nordberg Mfg. Co., Milwau- 
kee. 


Broadening of market . . Libbey-Owens- 
Ford Glass Co., Toledo; Nicholson File Co., 
Providence, R.I.; United States Steel Co., 
Pittsburgh. 


Increasing share of existing markets . . 
Crotty Brothers, Boston; Hewitt-Robins; 
Pittsburgh Plate Glass Co. 





Create d d for products of your im- 
mediate customers . . E. I. du Pont de 
Nemours & Co., Wilmington, Del.; Masonite 
Corp., Chicago; Timken Roller Bearing Co., 
Canton, O. 


Offering engineering or technical service . . 
Aluminum Co. of America, Pittsburgh; Cin- 
cinnati Milling Machine Co.; General Elec- 
tric. 


Improving dealer and distributor relations 
. « Delta Power Tool Div., Rockwell Mfg. 
Co., Pittsburgh; International Harvester; 
Porter-Cable Machine Co., Syracuse. 


Exploratory advertising . . Acme Steel Co., 
Chicago; Jack & Heintz, Cleveland; Na- 
tional Starch Products, New York. 


Improving relations in plant community . . 
De Laval Separator Co., Poughkeepsie, 
N.Y.; General Cable Corp., New York; 
Jack & Heintz. 


Improving company public relations . . 
American Cyanamid Co., New York; Gen- 
eral Electric; Republic Steel Corp., Cleve- 
land. 


Holding existing markets in times of short- 
ages .. Aluminum Co. of America; Heald 
Machine Co., Worcester, Mass.; Sunnen 
Products Co., St. Louis. 


Sales literature . . Allied Products Corp., 
Richard Brothers Div., Detroit; Crucible 
Steel Co.; R. G. LeTourneau, Inc., Peoria, 
I. 


Service literature . . Allis-Chalmers Mfg. 
Co., Milwaukee; Columbia-Southern Chem- 
ical Corp., Pittsburgh; Norton Co., Wor- 
cester, Mass. 





For reports on other speeches and 
proceedings at the NIAA confer- 
ence, see pages 41, 44, 46 and 48. 

















Tennis is plainly not his racquet—but his 
business is your business! 


He and thousands like him make the buying 
decisions that make your wheels turn. They 
are the plant managers, works managers, 
master mechanics, superintendents, general 
foremen and the like .. . men who trigger 
the buying of industry. 


Put your money where your market is. Tell 
and sell these production executives through 
the pages ofp MODERN MACHINE SHOP 
—38,000 circulation—largest in the metal- 
working field. For details on low rates and 
high returns, write: 


MODERN MACHINE SHOP 
431 MAIN STREET 
CINCINNATI 2, OHIO 


Modern 
achine 


Shop 
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PANGBORN INTRODUCES NEW ROTOBLAST 
BARREL AT INTERNATIONAL FOUNDRY SHOW 
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Eight advertisers 


from external publications 


Advertising 


By John B. Mannion 


Several advertising managers report that 
when they were about to lop the external 
publication off the budget, the sales staff 
objected so strenuously that the cut was 
not made. Thai and other reactions to the 
external are offered here. Next month, 
Robert Newcomb and Marg Sammons will 
begin a new series analyzing the internal 
publication and how it is being used today 
to tackle big problems for major com- 
panies. 





® WHEN MANAGEMENT trims the ad- 
vertising budget, usually one of the 
first items which an ad manager 
sacrifices is his company’s external 
publication. But he’s in for a sur- 
prise if the sales department has 
He'll find 
. as we found through a survey . 


any voice in the matter. 


that salesmen are the staunchest 


supporters of these direct mail 


pieces in news journal disguise 
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Salesmen are that way because 
a good external publication helps 
them make sales. Whereas the in- 
ternal company publication origi- 
nates in such motives as personnel 
publicity, pro- 
plain 


relations, in-plant 


duction incentives, or just 
. the external publication 
can only be justified in terms of 
locating and pre-selling industrial 


custom 


customers. 

To find out what salesmen and 
distributors think of externals and 
what kind of a job they are doing, 
we questioned eight important com- 
panies that use such publications: 
Allis-Chalmers Mfg. Co., Tractor 
Div., Milwaukee; American Brake 
Shoe Co., American Manganese 
Steel Div., Chicago Heights, IIL; 
American Hoist & Derrick Co., St. 
Paul; Barber-Greene Co., Aurora, 
Ill.; General Box Co., Chicago; 
General Electric Co., X-Ray Dept., 


PROMOTES ASPHALT-HNOW HOW” 


Barber-Greene publicatic 


like Bahamas stamp with B-G 


Milwaukee; Heil Co., Milwaukee; 
Pangborn Corp., Hagerstown, Md. 
The questions: 


1. Does your publication help to 
make sales? 


2. Does it produce profitable in- 
quiries? 


3. Is it recognized as a_ sales 
auxiliary by your salesmen and dis- 
tributors? 


Replying to the first question, R. 
J. Zoller, advertising division, Pang- 
horn Corp., declared: 

“Our publication’s primary reason 
for being is to help our salesmen 
sell Pangborn machines. Admitted- 
ly, you cannot sell an $8,000 ma- 
chine by advertising alone. It is a 
sales engineer job. And our s7les- 
men are the last to admit that any- 
thing aside from their own personal 
salesmanship and engineering abil- 
ity has anything to do with sales in 
their district. However, I have just 
returned from a general sales meet- 
ing where one of our district man- 
agers stated in his speech that 
‘Pangborn Magazine’ was the finest 
direct sales tool that the company 
had ever put out. Other district 
managers agreed.” 

Advertising departments 


-ontinued on page 118 


were 
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the chemical engineer is an adventurer 


and paid for by more than 36,000 engi- 


Who knows the new heights the chem- 
ical engineer will climb next? From the 
common stuff of the earth, itself—land, 
sea and air—he has pioneered new com- 
mercial products that are revolutionizing 
our living. The soapless detergent in your 
wife’s kitchen, the paint your kids can’t 
soil, the synthetic fiber in the new sum- 
mer suit you’re wearing . . . who but the 
chemical engineer leads them from the 
laboratory to the everyday reality of low 
cost and volume production. 

He and his brother engineers have 


helped create the Chemical Process In- 
dustries—hardly half a century old, yet 
already leading all other industry in rate 
of growth .. . up five times in the last 
dozen years to $57 billion. Regularly 
plowing back profits into research, bring- 
ing forth new processes and products, 
constantly building and buying . . . the 
CPI is your “big-growth” market of 
tomorrow. 

Working partner to the chemical 
engineer is the production road map, 


CHEMICAL ENGINEERING . bought 


neering-minded men who build, operate 
and maintain chemical process plants. In- 
defatigable in its efforts to help them do 
their jobs better, indispensable for new 
process data, equipment and materials 
. . CHEMICAL ENGINEERING is 
the basic selling medium for reaching 


ideas . 


these key buyers and specifiers in the 
Chemical Process Industries. 
Chemical Engineering (ABC * ABP) 
A McGraw-Hill Publication 
330 West 42nd St., New York 36, N. Y. 
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Here’s a book that shows how 
SELECTIVE SELLING pays off 


Plenty of smart sales managers are using modern techniques 
to concentrate on profitable accounts in today’s changing 
market —and this 26-page illustrated booklet shows you how 
they do it. 

In a word, they’re the ones who run their business on facts 
...not guesswork. To that end, they make full use of the 
simplest and best equipment to keep those facts constantly 
before them, in concise and usable form that concentrates 
action on the points where action pays off. 

This booklet explains not just one, but many proved-in-use 
sales control systems. You'll see how Kardex Visible Records 
give you a constant, up-to-date sales picture. How Punched- 
Card Machines, in your office or in ours, compile totals and 
prepare printed reports with machine speed and accuracy. 


ot How Sched-U-Graph provides a jumbo-size, graphic picture 


of sales performance by branch, salesman and/or product. 
In short, here's a book you will ase. 





we ene 7 


Management Controls Reference Library, Room 1247, 315 Fourth Ave., New York 10 
Gentlemen: Kindly send me my FREE copy of your booklet KD524. 
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Address _ 
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schanized, Apr 


stry Shortages to Hit Worst in First 


Soe Tene 
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1g VERY MINUTE 


iN 1" 


Industrial Buyers 
have orders to place 


While you are reading this... plants 
throughout industry are looking for a sup- 
ply source like yours. And where are they 
likely to look? ... 

The National Industrial Advertisers 
Association’s “Survey of Industrial Buy- 
ing Practices’? shows that buying direc- 
tories are used more than any other source 
in establishing contact between industrial 
buyer and seller. 

That’s why you get more actual, trace- 
able business per advertising dollar from 
reliable industrial buying guides than from 
any other medium. AND—the CoNnover- 
MAsT PURCHASING DIRECTORY gives you 
60% more manufacturing circulation than 
any other directory. 

Twenty-three hundred firms selling to 
the industrial market now make use of the 
great selling power of the CONOVER-MASsT 
PURCHASING DIRECTORY. 


WRITE TODAY, WITHOUT 





CONOVER-MAST PURCHASING DIRECTORY GIVES 


Conover.lesr- YOU 60% MORE MANUFACTURING CIRCULATION 
THAN THE NEXT DIRECTORY 


apr 25,011 CCA 
cure ET es 


THOMAS’ 


aa 19,943 ABC 
DIRECTORY REGISTER rk Dec. 1951 
737 NORTH MICHIGAN AVENUE, CHICAGO I], ILL mackAe'S EE 4.543 | pope 


MANUFACTURING CIRCULATION oy ALL OTHER [J 


ADVERTISING AGENCY 
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1 Mechanization 


rials Handlir 


Saves Money for | 


Building 


Planning Dwindles, June 


What Will Happen to iy vnnn Plant Ca- 
pacity? by William A. Marstel presi 


jent, Marsteller C June, ¢ 46 


You Can't Afford Not to Spend 18 Mar- 
keting Dollars, by Willard M. Fox, dire 
{ market research, Remington Rand In 


Publicity, public 
& employe relations 


Company Publicity . . How to Get More 
of It, Easier, by Karl F. Kirchhofer. Fet 


RF 


. Public Rele- 


tions, by Robert Newcomb & Marg Sam 


Employe Communications . 


2,000 Ideas bu 


rale that 


Executives Keep Tab on wneinege Com. 
munications - » Top Managemer I 


IW x 49 
m., p. 4¢ 


* 


Sales, sales promotion 


Distributor Salesmen Learn Product Line in 
Gravel Pit, Mar., p. 4! 


Editorially Speaking: 


keting of Rish Equipment 


Forms Speed Benchmaster Follow-Up on 

Inquiries, by Milton K. Grey, vice-president 

of sales and advertising r Ben nchmaster Mig 
Feb., p. 38 

Boosts Keller Sales 


Feb., p. 88 


“Growth Formula” 
250% Sover st 
Honeywell's Problem: How to Promote 
8,000 Products, by Bruce Bradway. May 
p. 42, 
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How Do-All Sells Heavy Machinery Door- 


MA Me 


to-Door, by Merle Kingman. May, p. 46 


How Job Titles Deceive as Gage of Buy- 
_. — by I ; 


Industrial Salesmen Earn Average $8,000 


in 1951, by Merle Kingman. Mar., p. 40 


Train Distributors’ 


by Harry A irdoff 


Lunkenheimer Ads 
Salesmen, vice-presi 
jent of sales, Lunkenheimer June, {| 


4 
24. 


New Uses, Promotion Build Porcelain 
Enamel Sales, by Merle Kingman. Fet 


p. 34 
Playing Cards Aim at Tomorrow's Rail- 


road Presidents, June, p. 5é 


- Sales to Small Buyers Build Volume, 


Johnson, presiden South 


She's Pretty, She's oe . . She Sells 


Electronics, F¢ 





{ Markets, 


Target Plan Pi 
H manager 


4 


Boost Sales of 





P&H Prefabs, Mar 


Your Service Department Can Also Sell, 
k Karl F. Kirchhofer Mar., p. 86 


* 
Shows, exhibits 


Industrial Shows: Jan., 114; Feb., ¢ 
Mar., ¢ 4; J 36; May, p 

20.000-Lb. Traveling Exhibit Pushes Dow’s 

New Silicones, June, p. 116 

* 

NIAA News 


Editorially hing NIAA 


Meets a Challeng ine, p. 104 


Sonference 


NIAA Celebrates 30th Anniversary 
Highlights, by Mark 


4 
4 


r 7 
Reinsberg. June, p. 


NIAA News: 
Elect New Chapter Presidents, June, p. 
97, 
Institute to Start Fund Drive, Jan., p. 91. 
Institute Subscribes $12,000, Feb., p. 93 


NIAA to Sponsor 8 Contests, Apr., p. 
Nominate Wedereit for President, May, 
p. 91. 

$38,230 Pledged to Institute, Mar., p. 101. 


1,700 Industrial Admen to Attend Annual 
NIAA Conf . . Complete Prog 


June, p. 41. 





Departments 





Advertising Volume in Business Papers, 
Jan., p. 50; Feb., p. 50; Mar., p. 50; Apr 


p. 110; May, p. 96; June, p. 126. 
Canadian Advertising Volume, Jan., p. 88 


Copy Chasers, Jan., p. 67; Feb., p. 65; 
Mar 


p. 71; Apr., p. 79; May, p. 73; June 
p. 85 


Cover Picture, Jan., p. 44; Feb., p. 88; 
Mar., p. 138; Apr., p. 140; May, p. 42; 
June, p. 64. 


Editorial Index, Jan., p. 106. 


Editorially Speaking, Jan., p. 65; Feb., p. 
84; Mar., p. 88; Apr., p. 108; May, p. 108 
June, p. 104. 


Employe Communications . . Public Rela- 
tions, Jan., p. 98; Feb., p. 97; Mar., p. 65; 


Apr., p. 64; May, p. 65; June, p. 74 


From Washington, Jan., p. 28; Feb., p. 18; 
Mar., p. 18; Apr., p. 16; May, p. 16; June 
p. 14, 


Industrial Shows, Jan., p. 114; Feb., p. 108 
Mar., p. 134; Apr., p. 36; May, p. 126; 
June, p. 142. 


New Data on Media, Jan., p. 129; 
147; Mar., p. 137. 


News, Jan., pp. 46, 86; Feb., pr 
Mar., p. 120; Apr., pp. 26, 28; May, pp. 
26, 28, 30; June, pp. 24, 26. 


NIAA News, Jan., p. 91; Feb., p. 93; Mar., 
p. 101; Apr., p. 115; May, p. 91; June, p. 
97. 


Problems in Industrial Marketing, Jan., p 
24; Feb., p. 24; Mar., p. 24; Apr., p. 22; 
May, p. 22; June, p. 20. 

Sales Promotion Ideas, Jan., p. 60; Feb., 
p. 54; Mar., p. 60; Apr., p. 70; May, p. 
100; June, p. 108. 


Trends, Jan., p. 18; Feb., p. 28; Mar., p. 
28; Apr., p. 33; May, p. 33; June, p. 17. 


Women in Industrial Advertising, Jan., p. 
88; Feb., p. 118. 











why settle for 40... 


... When you can have. 90 


es ‘ 


Here are three facts that may well lead to doubling the effectiveness 
of your advertising to businessmen .. . 








FACT NO. 1—Within a 500-mile radius of New York are the richest, 
busiest counties in the country . .. containing more than half of all 
U. S. manufacturing. 








FACT NO. 2— Most magazines read by businessmen put 40-odd percent 
of their circulation in this area. 








FACT NO. 3—The REVIEW OF THE WEEK, the newsreview you get every 
Sunday with The New York Times, packs more than 90 per cent of 
its coverage into this industrial supermarket. 








Write, wire or phone for all the facts right away 





The New Pork Times 


REVIEW OF THE WEEK 


the newsreview you get every Sunday exclusively 
with The New York Times 

















What admen must do to sell in ‘54 


tinued trom page 46 





company stay in business after the 
big sleep? You need to find out: 


1. What am I going to sell in 
1954? 


2. How can I lay the 


work now? 


ground 


You should know by now the an- 
swer to the first question. If not, 
time is running out on you. 

The second question .. . 


lenge to men of your profession 


is a chal- 


which you cannot ignore. 
While I 


spending excess profit dollars, these 


hesitate to speak of 
cannot be ignored in your planning 
Obviously, if money must be spent 
to keep your sales power strong it 
should be done now when it can be 
done carefully and with low priced 
dollars. It would be criminal to ask 
management for money for catalogs 
in 1954 when the job could be done 
today. The same is true of sales 
training, market surveys and prod- 
uct design. 

You should be entirely familiar 
with the new products being readied 
for market. Have these been given 
drastic field tests? They certainly 
should. It isn’t a bad idea to ac- 
tually put these new products on 
the market in a limited way . . per- 
haps in New England or on the 
West Coast. 


the advantages of surprise but you 


You may lose some of 


will gain much experience in what 
to expect in sales resistance, and if 
the product is in a new field you 
will learn something of your com- 
petition. 

And in these days when you don't 
need orders, it’s a good time for 
your salesman to be building up 
good will, giving a little extra serv- 
ice, thinking: “I'll be back in a 
year or two desperately looking for 
an order. How can I set up the 
stage today to make this job a little 
easier?” 

Have you got complete, accurate 
data on how much your equipment 
can do, how much it will save and 
how much it will improve your cus- 
tomer’s product? This job requires 
much painstaking effort but your 
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salesman will need such information 
when the going gets rough. 

For the equipment 
manufacturer, it’s going to be a bat- 
tle of dollars and cents . . and how 
else can the manufacturer compete 
in such a market except with the 
equip- 


industrial 


most modern, cost-saving 
ment? The buyer will want to know 
exactly how the equipment will save 
on costs and how much. He 
won't buy on generalities as he is 
doing now. 

I believe price is going to be a 
greater factor than usual. I don’t 
mean that the lowest price is going 
to be any more popular than it is 
now, but I believe that for every 
dollar a customer pays above the 
bottom price he'll want $1.25 in 
proved advantages. The present 
situation in large household appli- 


| 
Facts from Anglo-Iranian Annual Report for 1951 


Highlight Operations of a Difficult 
But Constructive Year 
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ances is worth some study. The 
public has more money than ever 
right now but it is doing some very 
sharp and (by the way) successful 
haggling in this field. 


Admen: Know Your Costs . . 
When the advertising man begins 
to work on price (which in the era 
I’m discussing means costs) he’ will 
find himself somewhat afield. But 
if he can get over that fence and 
into the field he may accomplish 
the greatest sales job of his career. 

You might for example have 
lunch some day with the purchas- 
ing agent, if you can catch him at 
a time when he is not buying lunch 
for some supplier. 

“Joe,” you say casually, “have 
you heard of General Electric’s new 
project: putting engineers in their 
purchasing department to work 
making studies of materials and 
components to determine whether 
substitutes in materials, changes in 
design or methods of purchasing can 
reduce costs? They are even going 
into the plants of their suppliers to 
search out better methods of manu- 
facturing, inspecting, or packaging 
which will cut costs. They aren't 
worrying so much about savings at 
the moment but when prices be- 
come highly competitive they’re 
going to make it tough for some- 
body!” 

Corner the plant superintendent 
when you can, and practice some of 
that high powered sales talk you 
are building up for your customers, 
about the necessity of having the 
most efficient equipment, methods 
and manpower ready for the big 
test. 

As I see the problem of new prod- 
ucts and new markets, we must 
meet it with a grand strategy . . to 
be used at some now unknown fu- 
ture date. The strategy must be 
complete in every detail, paid for 
as far as possible with today’s prof- 
its and ready to put emphasis on 
price. The advertising department 
has a major selling job in every de- 
partment of its company to em- 
phasize the problems which will be 
encountered, and the measures 
which must be taken now to put 
the company in position to compete 
when Rip Van Winkle rolls over, 
yawns, stretches and opens his eyes 
to a new competitive world. 








It 
Doesn't 
Work 
That 
Way! 


"Sales have fallen off, Herman—turn on the advertising!”’ 


But industrial advertising doesn’t work that 
way. It’s not a faucet which can be turned on 
or off in response to a rising or falling sales curve. 


That’s why many alert businessmen are today 
paying particular attention to their advertising 
programs. They realize that a firm position for 
their company must be built up over a period 
of years. They look upon advertising as a long- 
range investment ... and they see in America’s 
constantly expanding economy a greater stake 
in the markets of the future than they have 
ever had in the markets of the past. 


How big are the markets of the future? 


In the decade from 1940 to 1950, industry 
generally expanded 64% in physical volume. 
Metalworking did even better than that... 





 e 


QO ) 


physical volume increased 100%. That’s dis- 
counting inflation, too. 


The 40’s were good... but there are many 
reasons for feeling that the 50’s will be just as 
good or better! Military spending is not yet at 
its peak; the growth in population has been 
even faster than was expected; the Gross 
National Product has risen to a $325 billion 
rate; metalworking sales have climbed from 
$81.5 billion in 1950 to $104.2 billion 
one year later. 

The 1950’s are a decade of opportunity ... but 
they are also an era of increasing competition. 
The time for action is now. The companies 
which are planning now . . . and advertising now 
... will be strides ahead of competition in the 
years to come. 


7a DSR PONy Taare 


PENTON BUILDING e CLEVELAND 13, OHIO 





Honeywell films V.I.P. testimonials 


ed from page 45 





was almost two and a half times 
the 1939 figure 
“In 1929 only 1° 


earned over $7,500 per year. Now 


of all families 


6% of all families earn this 

amount or more 

“In the first six months of 1952, 
even in the face of increased in- 
come taxes, consumers will have 
$7 billion more to spend than in the 
first six months of last year 

“Normally this would look like a 
bonanza for selling. But we have 
some stiff sales hurdles to face and 
some of them are bound to get 
higher 

“In the entire 
we now have the great- 


history of this 
country 
est number of people ever gain- 
fully employed they are earning 
more than they ever earned before 

they have more dollars that are 
free to spend. 

‘But part of the sales problem 
is to get people to spend dollars 
that right now are accumulating 
into the biggest backlog of savings 
in our peacetime history. This takes 
new ways of selling. The challenge 
to every Honeywell salesman is to 
find a way, even if it has to be a 
new one, to meet this challenge of 


expanding incomes and expanding 
markets. Only 
n your path does 
itself. The opportunity is 
for you to take 


when hurdles are 
salesmanship 
prove 
there as it has 
been never before. But only you 
have the answer as to whether or 


not it will be taken.” 


Salesmen Sell Salesmen . . Bo!- 
stered by this background for sales- 
manship and advertising we then 
moved into more intimate contact 
with the salesman in our story 
We demonstrated to him in _ be- 
lievable fashion that advertising ac- 
tually helps him sell. It seemed 
sensible to us to accomplish this by 
having Honeywell salesmen _ tell 
other Honeywell salesmen what ad- 
vertising had done for them in get- 
ting orders during the past year 
Four 


films were made, presenting sales- 


one-minute color sound 


men from four different sales divi- 
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sions. A fifth man, representing an- 
other division, gave testimony from 
the floor to provide change of pace 
for the program 

Let’s look, for just 50 seconds, at 
how Commercial Division Honey- 
well salesman Bill Oriman, of our 
East Orange office, told his story. 
Said Mr. Ortman: 

“We often wonder if advertising 
plays a great part in making a sale. 

“Recently in East Orange we had 
a hospital job with individual room 
After the bids 


were in, the contractor told us he 


control up for bids. 


was going to give the job to one of 
our competitors. He would approve 
us if the owner would. 

“So we went to visit the owner 
and visited with Sister Claire and 
explained that we were there, of 
course, to obtain owner approval of 
We didn’t get any 
response from her. But when we 
mentioned the new hospital thermo- 
stat, she said: ‘Is that the unit which 
was recently advertised in this hos- 
pital magazine?’ We said yes, and 
she said, ‘Well, I liked the features of 
it very much, and what do I have 


our equipment. 


to do to get it?’ 
“The rest is history. 
advertising got 


We got an 
order. Correction: 


the order.” 


Avoid the Obvious. . Notice that 
up to this point we have included 
no 1952 Honeywell advertisements 
in our presentation. And none were 
included in the four general com- 
pany meetings at our four regional 
We left them out be- 
cause getting into detail of this 


conventions 


kind would destroy the impact we 
wished to build a belief in the 
long-range importance and visible 
selling power of our advertising. 

Perhaps your annual sales meet- 
ings do not provide an opportunity 
to tell your story in such broad 
strokes. If not, you present your 
specific story in a more conventional 
fashion, as we also did this year in 
separate, brief, divisional meetings 
conducted by our divisional adver- 
tising managers 


I definitely believe that merchan- 


dising advertising to the sales force 
in this latter fashion is completely 
necessary. I am equally of the 
opinion that it must be done in a 
highly intelligent fashion that con- 
cisely explains the thinking and 
planning, the general strategy of 
each program. Avoid getting in- 
volved in detailed discussions of 
circulations, long trade lists, ete. 
Overlong, run-of-the-mill advertis- 
ing presentations of this type have 
done much of the damage to ad- 
vertising prestige at the salesman 
level. 

Of course, the danger in making 
these statements is in sounding like 


cer 
or 





you to sleep on that new 


idea I didn't mean here in the 


the “see-all” and “know-all” of the 
profession. This, naturally, is non- 
But I can say that our pres- 
entations have paid off for our 
salesmen and our company. 

At no time in recent Honeywell 
history has the operation of our de- 
partment received so many _ kind 
words from the field. At no time 
have we seen our salesmen making 
practical use of the advertising as 
they are doing today. 

In my experience, this last point 
is one of the really basic tests of 
advertising. If advertising is un- 
derstood, appreciated and used in 
the field, it is sure to bring value 
to everyone, including yourself. 
Conversely, advertising that does 
not excite the selling force to ac- 
tion is a poor investment, no matter 
what kind of dollars you use to 
buy it. 


sense. 





For advertising and 
book rates, write: 
MacRae's Blue 
Book, 18 East Huron 
St., Chicago 11, fil. 


Purchasing Officials 
Locate Your Product 
Quickly...in MacRae’s 


Most best-rated firms prefer the most accurate, 
most accessible industrial directory and reference 


medium—MacRAE’S BLUE BOOK, containing 


all the information they need—quickly, simply 


and easily 


ALL in 
ONE BOOK 
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Advertisers tell results from externals 





unanimous in feeling that external 
publications helped to 
sales, though in different 
J. H. Stoneking, advertising 
manager, General Box Co., Chicago, 
described how “The General Box” 
served his company’s purpose. “Our 
Each 


box or crate sold is actually de- 


company 
make 


Ways 


product is a tailor-made job 


signed for the specific product that 
it carries. So, frequently when we 
come down to the selling point, we 
find the major consideration is how 
good a design we can give to the 
This definitely 


something that our external publi- 


customer is very 


cation tends to sell . . by reference 
to satisfactory jobs that we have 
done and through case histories of 
designs.” 

And W. R. Petrie, advertising and 
sales promotion manager, General 
Electric's X-Ray Department, Mil- 
waukee, reported that a large num- 
ber of mail order sales of equipment 
are actually made through “General 
Electric X-Ray News” by means of 
an order card inserted in each issue 
“Although we couldn't justify its 
publication on this basis alone,” Mi 
Petrie said, “when the publication 
had a circulation of about 160,000 
it sold as much as $10,000 worth of 


merchandise per issue.” 


First in Inquiries . . In the matter 
of inquiries produced by external 
publications, a majority of the com- 
panies made periodic checks which 
showed that the quantity and qual- 
ity of 
M. McGuire, advertising manager 
American Manganese Steel Div., 
American Brake Shoe Co., Chicago 
Heights, Ill., said that “The Amsco 
Bulletin’ 
inquiries than any other publication 
But it should, since 


inquiries were good N 


produced “much _ bette: 
which we use 


it is sent to our own mailing list.” 


These sentiments were echoed by 
S. C. Brown, advertising manager, 
American Hoist & Derrick Co., St 
Paul, Minn.: “Our 
that our magazine, “The 
American Crosby Clipper,’ produces 


records show 


house 


more inquiries than any other ad- 
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vertising medium we use.” 

Mr. Petrie of GE reported “as 
many as 3,400 inquiries per issue.” 

Mr. Stoneking of General Box Co. 
called attention to the fact that a 
long “sales incubation period” could 
cause a company to lose sight of the 
fact that a particular inquiry orig- 
inated from its external publica- 
tion. “Even though a customer is 
sold and is buying one product from 
you, a good direct mail piece can 
other 


frequently interest him in 


lines,” he said 


Salesmen Protest . . One of the 
proofs that almost half of the com- 
panies offered, in answering affirm- 
atively to the question, Is it recog- 
nized as a sales auxiliary by your 
came 
This 
is exemplified in the statement made 
by D. F. Fricker, assistant advertis- 
ing manager, Heil Co., Milwaukee, 
in referring to his company’s two 
“Our 


direct sales force would object to 


salesmen and distributors? . . 
from the salesmen themselves. 


external publications, own 
their discontinuance.” 

Said Mr. Petrie: 
“A time or two when it was sug- 


Others agreed. 


gested that it should be discontinued 
there was a great hue and cry from 
Said Mr. 
but there was a great 
from the 


our sales organization.” 
McGuire: 
deal of comment sales 
managers and the salesmen on the 
subject, and it was decided to keep 


it 


Sells Fringe . . H. J. Masuhr, 
Jr., industrial advertising manager, 
Tractor Div., Allis-Chalmers Mfg. 
Co., Milwaukee, said of “Timber 
Topics,” one of his company’s pub- 

“Our 
(that) 


prospects 


lications dealer salesmen 


tell us many times it has 
normally not 
W. D. Adam- 
son, Jr., advertising manager, Bar- 
ber-Greene Co., Aurora, IIl., said: 
“The ‘B-G Diamond’ is considered 


‘dug up’ 
visited by salesmen.” 


an auxiliary sales aid. Our sales- 


men’s stories lead us to believe 
that it 
buyers’.” 


Possibly the 


helps them to sell ‘fringe 


strongest case for 


ATTENDANCE RECORDS BROKEN AT FOURTEENTH 
ANNUAL INTERMOUNTAIN LOGGING CONFERENCE 
Tee Forest Serves 4 

1 Sarma Sete 











Objective . . Allis-Chalmers 
reader service Hbjyechiv reporting 


nes and pic 
mention A-C. 


external company publications that 
can be made was offered by Mr. 
Brown, of American Hoist & Der- 
rick, who “I believe that 
should we be forced to cancel our 
advertising and sales promotion ac- 
tivities, our house magazine would 
be the last to go.” 

To summarize the 
cited in this survey, it is evident that 


said: 


experiences 


sales departments are often more 
sold on the value of external com- 
pany publications than are adver- 
tising departments themselves! Not 
one of the eight companies ques- 
tioned disputed the proposition that 
“externals” produce many profitable 
inquiries, are a distinct aid to sales- 
men and while defi- 
nitely helping to produce sales that 
can be traced to the publication as 


distributors, 


a source of the inquiry. 

Yet one person who responded 
said that the circulation of his ex- 
ternal publication had been reduced 

. “in one of our economy waves.” 
This important 
thought for editors of such publica- 


gives rise to an 
tions. Unless you can show that 
the company publication pays its 
own way as a contributor to sales 
and profits, beware! You're stand- 
ing on weak ground and may find 
yourself lopped off the promotion 
budget should times again be- 
come “tough.” 








Glass-lined reactors perform 
only one of the 12 processing steps 
in the synthesis of Vitamin A. 














«| 
Pet 
A 
~M 
W 
0 
R 
wee K 
| 


A Vitamin for Sales Deficiencies, Too? 


You bet there is, in selling to the chemical and process industries! 


Consider, for example, Chas. Pfizer & Company’s $2,000,000 synthetic 
Vitamin A plant at Groton, Conn. Here is a plant that grew from 

start to finish as a result of TEAMWORK. From the development of the 
special manufacturing techniques to the installation of equipment, 
chemists and chemical engineers concerned with all phases of the project 
worked together toward the end result. And these same professionals 

all influenced the selection and specification of the equipment, materials 
and instruments the plant required. 


, Teamwork gets your product into the chemical and process 
1 & EC’s Professional industries, And nothing supplies the varied technical needs of these 
Audience is the teams like INDUSTRIAL AND ENGINEERING CHEMISTRY. 
Greatest Concentration For its comprehensive workmaterial is the key to all chemical 
of Buying Power and engineering operations. 
in the Chemical That’s why an advertisement in I & EC is the best prescription 
and Process Industries. for the health of your business. 


INDUS ERING 


The Workmagazine of the Chemical and Process Industries 
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An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
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Inquiry forms attract sales 





as a prospect, advising of a sale he 
made as a result of following up the 
inquiry. It would be hoping for too 
much to expect that we could obtain 
this type of information from all of 
our sales representatives. We do 
have reason to believe, however, 
that a high percentage of those leads 
which we classify as prospects ac- 
tually become customers in time. 
We receive these types of replies 
which we call prospects we try 
not to be too charitable: 

“Mr. W 


company with no power to buy o1 


is an employe of this 


recommend. He introduced me to 
his foreman, however, which made 
it possible for me to demonstrate 
the product. May possibly get an 
order.” 

Or 

“Called on Mr. H 


order 30 gallons the next time he 


and he will 


orders soap.” 
Or 
possible sizable order.” 
Or 
“Just wanted sample to use in his 


own home. However, I 
strated the product while there and 


demon- 
he became interested. Am putting 
down a patch test next Saturday in 
the plant and feel sure this will 
result in a good order. Thanks for 
the lead.” 


Or 
“Mr. L 


while vacationing in Florida 


suffered a heart attack 
He is 
unable to see anyone for the next 
Will see him 


when he’s back at work.” 


Or 


three or four months. 


“New building under construction 
Will be ready for 
about two months. Will call later 
to go over our complete line.” 


occupancy in 


Now We Know .. The most impor- 
tant result of following sales leads is 
the fact that, for the first time we 
now know when our advertising is 
actually producing for us and 
when it is not. We can decide more 
intelligently which publications to 


delete from our schedule and_ in 
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which to spend more of our appro- 
priation. 

For example, at the end of the 
first five months of the fiscal year, 
we know these very important facts 
about our advertising: 

1. We know the number of in- 
quiries that each publication has 
produced for us as a result of our 
advertising, or as a result of having 
published a news release. 

2. We know that our salesmen, 
through our district managers, have 
returned 53° of the leads we have 
furnished. Naturally, these are be- 
ing returned each day, but we know 
that our program of following sales 
leads has caught on. We have ev- 
ery reason to believe that 70% or 
more will be returned to us by the 
end of the year. 

3. We know that we have sold 
on the first or second call 28% of 
those leads which have been re- 
turned from the field. 

4. We know that an additional 
39°; of these returns are good pros- 
pects and that a high percentage 
of these will eventually become 
customers 

5. We know that 33°. of the re- 
ports returned are NG. Most im- 
portant, we know that the majority 


of these duds have come from pub- 
lications carrying our news releases 
and not from our costly advertising. 

One final word . . and this about 
the publication of news releases. 
We do not believe in holding the 
results of such news items as Indian 
clubs over the heads of space sales- 
men. We have learned, however, 
of one or two publications which 
actually were reaching the people 
who are interested in purchasing 
the products we manufacture. Pub- 
lications which we would not other- 
wise have considered for our sched- 
ule have been placed there and are 
doing a good job for us only be- 
cause we were able to learn of the 
dollars they produced for us. 

The bookkeeping involved in 
keeping up this system of following 
inquiries is simple. We do as much 
screening as possible, throwing out 
the obvious curiosity seekers, rather 
than passing poor leads on to our 
men. Because we maintain this sys- 
tem, we are reasonably sure that 
the sales leads which we forward 
have not become “stale” and we are 
more convinced than ever that our 
salesmen will have a better than 
even chance of making a sale on 
their first or second calls. These are 
the reports we are anxious to get. 


How inquiries pulled . . and converted into prospects, sales 
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No Good by Branches 


27 
20 
ll 
10 


Prospects 


~ 
oO 


ofr @ HO © wWOuWns We BD SF & | OO 





ST a nes 





What makes a leader ? 


Jor Editorial 
Excellence 


Class, Institutional and Professional Papers 
1952 
AWARD OF MERIT TO 


Aviation Age 


For outstanding single article 
published during the periad 
ending December 31, 1951 


InouSsTRIAL << 
margening =~ = 


Jor Editorial 
Excellence 


Class, Institutional and Professional Papers 
1952 
AWARD OF MERIT TO 


Aviation Age 


For outstanding single issue 
pablished during the period 
ending December 31, 1951 

in the fourteenth anaval 


/NDUSTRIAL 
MARKETING 


Editorial excellence 


Pictured above are two recent awards to Aviation Age 
for outstanding editorial service in 1951. One is for the 
best single issue, the other for the best single article. 
With these latest two, Aviation Age has received a 
total of 14 editorial achievement awards during the 
past eight years . . . more, in fact, than any other 
publication serving the aviation industry. 

But editorial achievement awards are important 
only when editorial aims are clearly understood. 

It is the policy of Aviation Age to interpret the 
significance of the industry’s major technological de- 
velopments, to analyse the impact of these develop- 
ments on the separate fields of aviation . . . and as the 
industry’s spokesman, to alert its leaders, government 
officials—and even the general public—to aviation’s 
principal problems. 


Consistent adherence to this editorial policy has 
won Aviation Age national recognition—and many 
awards for excellence of editorial service. It has won, 
in addition, acknowledged leadership for Aviation Age 
in service to its industry. 


Aviation’s Technical Magazine 


iation Agef~« 


A CONOVER-MAST PUBLICATION 
205 East 42nd Street, 
New York 17, N. Y. 
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263 publications gain 12.2% 


advertis 1 nig volume for first half of 1952 


® ADVERTISING VOLUME for 263 busi- 


in business papers ness papers was 12.2% higher for 


the first half of 1952, with 22,157 
pages more than 1951. The June 


; increase of 10.3% represented 3,154 
Rd more pages than June, 1951. 
The five groups all gained in 
June ‘volume 10.3") (in pages) over 1951 June, but in varying amounts 


1952 pagechange  °% change cumulative gains were not quite as 
644 + 13.7 far apart. 





In June: 160 industrial papers 

were up 13.7%, or 2,644 pages; 7 

product news publications gained 

ry l 15.5% or 372 one-ninth page units. 

Gren’ eotel 33,752 30,598 + 3,154 +10. But the 55 trade papers showed only 

a 0.9° or 51 page gain; the 24 class 

publications a 12 page or 0.5% gain. 

The 17 export papers increased 75 
1952 1951 page change % change pages or 7.3%. 


First six months of 1952 volume 12.2") (in pages) over 1951 


6 629 


For the six-month period: indus- 
trials, up 15% or 16,699 pages; prod- 
uct news, up 17.1% or 2,424 units; 
trade, up 4.9% or 1,730 pages; class, 

kpor , up 5.5% or 797 pages and export, up 
Grand total 204,000 | 181,843 22,157 + 12.2 8.3", or 507 pages. 


ADA 
224 


664 6.14 8 


Total paid advertising. including classified 


June pages Pages to date June pages Pages to date 
Industrial group 1952 1951 1952 1951 Industrial group 1952 1951 1952 1951 


406 424 
1283 995 








281 305 
577 572 
581 470 
582 578 
702 602 
885 756 








TOOL FOR SELLING ... places your product 
story before major industrial buyers when 
they are looking for product needs. 


Number one interest of industry's ex 
perienced buyers is product news and 
information 

INDUSTRIAL EQUIPMENT NEWS 
Was first to serve that interest ex 
clusively and continues to be the most 
complete in its field. 


Circulation is based on compilation 
records of affiliated Thomas’ Register 
Therefore, LEN continuously keeps your 








product story before buyers in’ the 
larger, more active plants in all industries. Controlled circu 
lation 61,544 (94.2% by reader request). Total distribution 
67,000, 

With an indicated buying reference use of 95.76%, effective 
advertising representation requires only 19th page units . 
costs only S125 to BIBD 

IEN carries the advertising of more manufacturers than any 
other publication with general industrial coverage. 


Industrial Details? Ask for a copy 
Equipment ((t|! of THE LEN PLAN 





Thomas Publishing Co., 461 Eighth Ave., New York | 


Good for Selling .. . because Used for Buying 





Basic essentials of our 
own product story told 
in space equivalent to 
IEN’s” standard one 
ninth page unit. 
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June pages Pages to date June pages Pages to date 
Industrial group 1952 1951 1952 1951 Trade group 1952 1951 1982 1951 
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5,488 5,437 37,159 35,429 
June pages Pages to date 
1952 1951 1952 1951 





June pages Pages to date 


1952 1951 1952 1951 





June pages 
Export group 1952 951 
American Aut over 





June pages Pages to date 
Trade group 1952 1951 1952 1951 











Let's swap 
ideas 


Match your advertising 
ideas with these — 
and win a $50 Bond! 


“ 


Discovers “‘ grass-growing 


gadget” has long life 


Since the effectiveness of most novelty 
advertising is very short-lived, we were 
happy to find an item that had as its main 
virtues both lasting interest and atten- 
tion-value. The “Boy With the Green 
Hair’ is a cardboard mailing piece that 
actually grows grass-seed “hair’’ when 
the tab is left in water for three or four 
days. We used it as the follow-up mailing 
in a recent salesmen’s contest and found 
that it held the interest of not only the 
salesmen but their families for over two 
weeks! With direct mail, that’s long 
life—and I believe this sort of novelty 
could be used with equal success in many 
other kinds of promotions. 


E. Hoy McConnell, Sales Promotion Manager, 
Capehart-Farnsworth Corp., Fort Wayne, Ind 


In horse-drawn trolley days... 


pein. paper could be coated only 
by the costly hand process. Times (and 
coating methods) have changed since 
then —yet many advertisers still pay 20% 
extra for paper coated that costly old- 
fashioned way. Today —at far lower cost 
—the modern one-step coating process 
developed by Kimberly-Clark produces 
a sheet that looks, feels and performs 
just like costlier enamels. In fact, new 
Hifect* makes premium-priced enamels 
as outdated as the horse-drawn trolley ! 
Tried it yet? You should! 


Low-cost ads that sell ! 


We have a client using 2-color bleed 
pages in three trade publications of vary- 
ing sizes. Advertisements are designed to 
keep all type and illustrations within the 
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smallest page size; for larger sizes, decor- 
ations are added and illustrations ex- 
tended. We formerly made original 
plates for the largest and trimmed-down 
electros for the smaller pages. We now 
use inserts printed four-up and furnished 
to the publications for backing up. The 


saving in cost of electros and trimming 
and in color and bleed charges comes 
within a few hundred dollars of paying 
the printing cost. We get better printing, 
better halftone reproduction, better and 
heavier stock which makes these ads 
stand out—plus a distinctive color for 
which you would ordinarily pay an addi- 
tional charge. Reprints are run at the 
same time, for a further saving. 


Elmer J. Kopf, Account Executive, 
H. M. Klingensmith Co., Canton, Obie 


“Tm. REG. U.S. PAT. OFF 
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Agency gives client a “bonus” 
of packaging inserts! 


In planning printing such as we do, the 
cutting of paper must be computed © 
assure the least possible waste—and re- 
cently we found a way to eliminate waste 
completely. On an order for 50,000 fold- 
ers, we gave the client a bonus of 150,000 
packing inserts printed on the “scrap.” 
As press time and paper had already been 
computed on the folders, our inserts cost 
only a fraction of what the normal charge 
would have been. This salvaged the scrap 
—utilized free press time —and saved ouf 
client money. It’s indeed worth com 
puting on every job! 
William F. Finn 
William F. Finn & Associates Adv. Agency, 
Tyler, Texas 


Do you have an idea to swap ? 
Tell it to Kimberly-Clark ! 


All items become the property of Kim- 
berly-Clark. For each published item, a 
$50 Defense Bond will be awarded to 
the sender. In case of duplicate con- 
tributions, only the first received will be 
eligible for an award. Address Idea Ex- 
change Panel, Room 218, Kimberly- 
Clark Corporation, Neenah, Wisconsin. 


Products of 
Kimberly- 
Clark 
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@ News Canadian | advertising 


Sutton Publishing Co. . . New 


‘Cleveland office of “Metal: Working volume | in business papers 


\Y 


Linage of 74 publications .. up 4.7% in first half of 1952 





® CANADIAN advertising volume trial papers, up 7.6% or 802 pages; 
gained almost 5° the first half of 30 trade publications, up 1.8% or 142 
1952, with a 4.7°7 increase over the pages; 17 class publications, up 3% 
same period in 1951 Gains by or 144 pages. Total gain for all three 


groups were as follows: 27 indus- groups over 1951 . . 1,088 pages 


First six months 1952 


1951 page change % change 
c + 802 +76 





14 +1.8 


44 +3 
144 


Grand total + 1,088 +4.7 


Harold E. Miller . . { Totai pages of paid advertising, including classified 
pages pages 
1952 1951 Trade group 1952 1951 


Industrial group 


‘Petroleum Refiner’ 


George B. Clay . 


8,007 


g 


pages 
1952 1951 


Robert J. Reed . . 


11,314 = 10,512 


pages 
1952 1951 





HOSPITAL MANAGEMENT IS READ 
BY EIGHT DEPARTMENT 
HEADS HERE 


was Si 
Li 3 \4 
SSet Si 


ROCHESTER GENER 


ROCHESTER 


L HOSPITAL 


PENNSYivan 


Hospita) Management 
200 East Illinois treet 
Chicago ll, Illinois 


We find HOSPITAL m 
@ magazi 
icles on 





understand art 
operations, 





10ds of hospita) 


Each department head is requested to read the 
and attention is directed to ail Pertinent 
Departmenta) readers incluie the followiny: 


Director of Nurses Housekeeper 

bu Manager Maintenance Supervisor 
Reports Manager Laundry Manager 

Medical Record Librarian Dietitian 

KER 
WILSON E. TUC 
ester Genera) 

Administrator 


Roch is in the Process of expanding 
from 17) beds to 275 « many of the Problems in conjunction 
TER GENERAL With this erowth adi Solved, by Keepire abreast 
ROCHES | of the current ho ituation, through Careful review 
AL of hospital magazines, HOSPITAL y I i 
HOSPIT our educationa) Program, 
Rochester, Pa. 





MANA GEMEMT 45 a must on 


Sincerely yours, 


Hospital ® © Wilton. € Gack 


Wilson £, Tucker 


A dministrator 


CHICAGO 11, ILLINOIS 


: UTIVES 
200 EAST ILLINOIS — MOST HOSPITAL EXEC 
Sit 
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ooce You Buy 
_ Exhibit Displays 
BY THE POUND / 


... in materials 
oe IN shipping 


ee MR handling 


The average weight of a 10 ft. Capex 


: 


| Prefab Exhibit, including the shipping 
case, is less than 200 pounds —, about 
one-fifth the weight of an expensive 
type exhibit display. The original cost, 
too, is about one-fifth or even less— 
but, even more important, is the con- 
veniences and economies in shipping 
and setting up your exhibits — and now 
with over 600 prefabs in use — we have 
many interesting reports where these 
low cost— light weight exhibit dis- 
plays have been used for a dozen or 


more shows! 


caper'fefMbxniits 


615 SOUTH BOULEVARD, EVANSTON, ILLINOIS 
1775 BROADWAY, NEW YORK CITY 
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July/1952 


22-25... An 


ional Home Furnishings 
Grand Central Pal 


d Distributors 
ion, Sherman Hotel 


-4th Western Packaging and 
Materials Handling Exposi- 
rine Convention Hall, 


y In 


September 


2-5.. Nat 11 Association of San- 


Denver. 


3-13... Ameri 


Associa- 


1 Instrument Exhibit, 


land Auditorium, 





. International Food & 
Minneapolis Audit 
1, Minneapol 


15-18... American Hospital Associa- 
tion, Philadelphia. 


21-27.. Dairy Industries Supply As- 
sociation & Exposition, Navy 
Pier, Chicago. 

22-25.. American Mining Congress 
Metal Mining Convention & 
Exposition, City Auditorium 


Denver 


24-27... Industrial Health 
ence, Rice Hotel, I 
Oct. 
17-4.. Machine Tool & Engineering 
Exhibition, Olympia, Lon 
don, England. 


28-1... National Builders’ Hardware 
Exposition, Palmer House, 
Chicago. 


29-1.. National Electronics Confer 
ence, Hotel Sherman, Chi 
cago. 


30-3... Biennial exhibit, Association 
of Iron & Steel Engineers 
Auditorium, Cleveland 


October 


2-4..Society of Automotive Engi 
neers, Aircraft Engineering 
Exhibit, Biltmore Hotel, Los 
Angeles. 


6-10.. National Hardware Show, 
Grand Central Palace, At- 
lantic City, N. J. 


6-11..Southern Textile Exposition, 
Textile Hall, Greenville, S.C 


12-18.. Printing Industry of Amer 
ica, Chase Hotel, St. Louis 


14-16... Industrial Packaging & Ma 
terials Handling 7th Annual 
Exposition, Chicago Colise 
um, Chicago. 


.Foundry Equipment Manu 

Green 

k I White Sulphur 
Springs, W. Va. 


..7th Conference & Products 
Exhibit, National Institute of 
Governmental Purchasing 
Edgewater Beach Hotel, Chi 
cage 

National Business Show 


Grand Central Palace, New 


York 


26-30... National Shoe Fair, Palmer 
House, Chicago 





Choosing a new agency 


-ontinued from page 57 





calibre of men required to produce 
the desired results . . then estimate 
their equivalent in dollars and cents 
revenue. If the agency’s commis- 
sions do not provide a sufficient 
operating capital plus a reasonable 
profit, you should establish an ad- 
ditional allowance in one form or 
another. That is, you should if you 
want a high quality of performance 
from your agency. 

Some advertisers have established 
a minimum retainer fee which ade- 
quately provides for increases or 
decreases in the purchases of com- 
mission-bearing publication space. 
If the retainer fee exceeds the com- 
mission for any given month the ad- 
vertiser pays the agency the differ- 
ence. If the commission for the 
month equals or exceeds the guar- 
antee, no payments are required. 
That is fair play for both agency 
and advertiser. 


Arrange interviews 
6. with department heads 

It’s your responsibility to start 
the advertiser-agency partnership 
off on the right foot. Just as the 
shop foreman insists upon his new 
workers having the proper tools, the 
advertiser must see to it that the 
agency is well equipped from the 
beginning. 

Since the human element 
basic advertising tool, you should 
arrange for the agency, early in the 
game, a series of interviews with 
all the department heads. It’s short- 
sighted to introduce the agency only 
to those executives responsible for 
approving or influencing budget ap- 
propriations. Always visualize the 
advantage of an informed agency. 


is a 


Let the agency get some 
F. field experience 


No better instruction in product 
information, design features and ad- 
vertising “know-how” can be ob- 
tained than that afforded an agency 
in the field. An intimate knowledge 
of merchandising problems can be 
absorbed through repeated contacts 
with dealers, customers and pros- 
pects in their own environment. To 


accompany dealer salesmen and 











Tell your company's story 





the way GENERAL ELECTRIC 
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WELL SEND YOU COMPLETE DETAILS of what 
Ivel has accomplished for other firms . . . and 
what Ivel can do to help your firm fell its story 
simply and effectively. Whether your exhibit is 
tiny or tremendous, Ivel will bring to it a 
wealth of experience gained as the leader in 
the exhibit field. Merely fill in the coupon 
below and mail it today. 
Sales Representatives: 

RALPH L. WINTERSTEEN 

201 Buffington Road * Syracuse, N. Y. 


LEON GORDON MILLER 
811 Prospect Ave. * Cleveland, Ohio 


«3 
Voy 


TAKING A HIGHLY TECHNICAL 
STORY AND TELLING IT IN 
SIMPLE LANGUAGE is a 
specialty of Ivel's. 
General Electric wanted to 
tell the story of how G-E 
Silicones aid industry. 
Together with G-E tech- 
nicians, Ivel simplified 
the story into a single 
display, created especially 
for showing to military 
and civilian personnel in 
Washington. The exhibit 
was so successful that it 
has since been shown at 
many other locations to a 
wide variety of audiences. 
A typical success story 
based on teamwork between 
an exhibitor and Ivel. 


THIS COUPON WILL BRING YOU VALUABLE 
INFORMATION WITHOUT OBLIGATION 





os ee 
CORPORAIION 


PLEASE SEND ME: 


OF DISPLAYS AND EXHIBITS 
96-18 — 43rd Ave., Corona 68, N. Y. 


(0 Details on what Ivel has done to solve exhibit problems for other firms, 
and what Ivel can do for my firm. 
(0 Checklist of requirements for a successful exhibit. 


and Budlders 


\Llinois 7-2002 





























te SELL the 
MILK INDUSTRY 


A 10 BILLION DOLLAR INDUSTRY 


When you visualize the vast River of Milk 
which daily flows from Dairyland U.S. A., 
through the many ch of its pr 
and onto your table, you gain a better idea of 
what a Ten Billion Dollar Industry offers from a 
Market standpoint. 
Each yeor $400,000,000 are spent for aa. 
ery, oo and P 

his ly growing giant. 











WHY MILK PLANT MONTHLY 
GETS RESULTS ... 


For 40 yeors MILK PLANT MONTHLY hos been 
the Daily Guide book for the Key Men of the 
Milk Processing Industry . These men have 
grown to trust M.P.M. Editors whose informa- 
tive suggestions hove not only —— thou- 
sands of skinned & he 
workers but heve lighted the nace ade to in- 
creased production at lower cost for manage- 
ment. The subscription renewal average of 
71.22% bears out this statement. By helping 
every department from the executive, on 
through every step of production, MILK PLANT 
MONTHLY hes gained a leadership which will 
Get Results for You. 


HOW TO GET YOUR SHARE... 


Your advertising messoge in MILK PLANT 
MONTHLY will be seen by the Men who 
Really Count. - The Owners, whose word 
is lew. . . The executives who specify and 
buy. . . These who recommend and whose 
endorsement can mean a new account for 
you. . . The men who daily use your mo- 
chinery or supplies; are responsible for making 
them poy out and whose acceptance is vital. 
MILK PLANT MONTHLY presents You to AIL 
of these prospects every month. . . Meet them 
@s Friends on their own home ground and 
you'll find selling them a for easier and more 
profitable task. 

Here is your market. . . The profits from which 
will ge to those whe aggressively FOLLOW 
up 





Write tedey for Sample Copy, Market Data 
and Rete Card. 


A. B. C. Audited Since 1929 


Milk Plant Monthly 


327 South LaSalle Street 
Chicago 4, Illinois 
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servicemen on their daily rounds 
is an invaluable experience to the 
agency man. It’s extremely impor- 
tant, therefore, that you establish 
a suitable itinerary for key agency 
men for the accomplishment of this 
purpose 


Establish the authority 
8. of your office 


There are probably just as many 
different types of ad managers and 
account executives as there are 
types of people in the human race. 
Obviously no two individuals will 
administer their programs exactly 
alike. There is, however, one in- 
escapable fact . . due to the adver- 
tising manager’s position inside the 
company where all policy is made, 
he alone is in position to direct 
forcefully the promotional program. 
The agency working from the out- 
side, does not have the immediate 
access to factors which change pro- 
motional plans overnight. It’s your 
responsibility to your company to 
assert positive influence in the di- 
rection of the program. 

In directing an advertising pro- 
gram the advertising manager 
should offer the agency a concrete 
interpretation of its functions. You 
should clarify once and for all that 
you will not tolerate “yes men” in 
this partnership. Hold the agency 
equally responsible for the thought 
behind the program . . and en- 
courage constructive criticism at all 
establish the 
authority of your office insofar as 


times Positively 
agency instructions are concerned. 
Vest the same authority in your as- 
sistants to be exercised by them in 
your absence. Authority over 
agency functions should be jealous- 
ly guarded and never lightly de- 
faulted to outside individuals or de- 
partments 


9 Alternate the location 
- of conferences 


There is only one way in which 
two minds can meet, i.e., to com- 
municate the thoughts originating 
The most effective meet- 
ing of minds can be attained at the 


therein 


conference table. How important 
it is to provide an atmosphere com- 
pletely free from interruptions of 
any kind! Ideas form progressively. 


Visitors and telephones are the 


48 years, MassTransporta- 
FO tion has been recognized 
as the management or “top 
executive’ transit publication. 

It is read by the men who set 
policies, fix budgets . . . chart 
the course of industry. 

These are the men who have 
the final decision on purchases 
...who must OK transit’s use of 
your products. 

*A recent survey of 294 Mass 
Transportation readers (by an 
advertising agency which rep- 
resents 8 leading manufacturers 
of transit supplies) shows: 

Every one of the 294 buys or 
controls the purchasing of vehi- 
cles (buses, street cars, trolley 
coaches). 

74% influence the purchase of 
such items as fare boxes, seats, 
flooring... 

65% are a factor in buying 
fuel, paint, shop tools... 

Over 60% actively supervise 
purchases of batteries, washing 
and cleaning equipment. spark 
plugs... 

For advertising that brings re- 
sults, put your message in Mass 
Transportation—read most and 
enjoyed most by the men who 
count most. A 5649 
*Survey copies available upon request. 


See SRDS, 21 or write for rate card. 


TRANSPORTATION 


222 WEST ADAMS ST. 
CHICAGO 6, ILL. 


pe | 





greatest block to thinking. 

The location of advertiser-agency 
conferences should be frequently 
alternated between the two offices 
Just as it is important for the agen- 
cy to maintain close contact with 
your office, it is equally important 
for you to keep in personal touch 
with the various agency depart- 
ments and personnel. Your con- 
tacts with the artist, the production 
manager, the copywriter, etc., pro- 
vide you opportunities to emphasize 
your resolute insistence upon per- 
fection. The positive, fair, critical, 
encouraging type of ad manager 
psychologically stands the best 
chance of motivating an agency to 
maximum results. 

But, there is a vast difference be- 
tween directing the agency and 
dominating it. The former is es- 
sential, the latter inexcusable. 

If you've selected your agency 
wisely you can place considerable 
trust in its performance of its func- 
tions. You will be wise to allow 
wide freedom in its selection of 
functional methods. You should 
permit and actually encourage pri- 
vate talks between agency and 
management, agency and sales, or 
any other department. Since the 
most productive idea usually results 
from the welding of two unrelated 
mental processes, you will be re- 
warded in that your agency will be- 
come an excellent sounding board 
for your own plans and a valuable 
source for new ones. 


Settle your differences 
10. privately 


Sometimes acts of unintentional 
carelessness are at the root of ad- 
vertiser-agency difficulties. |The 
frequency of these misunderstand- 
ings can be reduced through the 
careful development of a spirit of 
loyalty for the partner. It is good 
practice, for instance, to settle all 
disputes between both parties, no 
matter how trivial, quickly and pri- 
vately. It is poor taste to discuss 
agency shortcomings with space 
salesmen or others at any time. A 
careless word misinterpreted could 
conceivably develop into the loss of 
some other solicited account. 

You should not only vociferously 
dispute and take steps to correct 
all rumors concerning your agency 





WHERE??? 


... It's VERY easy to find — with quality second to 
none, whether it’s black-and-white or color process 
you're after. Just write, or phone or wire collect for 
full information NOW! 


Fohnson Printing 


|) EAU CLAIRE, WISCONSIN c 
2219 Galloway St. Phone 6127 





TRADE ASSOCIATIONS OFFER 
INVALUABLE SERVICE on UNFAMILIAR 
MARKETING PROBLEMS 
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FA ( , ¢ \ that come to your attention, but 
on us, also reward loyalty and perform- 


aidaiie ance with recognition in the right 
er places. By complimenting the 
hi PAPER Y/YUVS 4 agency’s performance to manage- 
Ihe ment, you serve a multiple purpose: 
— ite (1) increasing the agency’s confi- 
dence in itself, (2) solidifying co- 
operative efforts between advertiser 
and agency and (3) increasing your 

own prestige before management. 


Conclusion: 
your personal contribution 
There is a tendency for the ad 
manager to become so absorbed in 
his own program that he comes to 
consider the agency almost as an 
addition to his own department. 
Under these circumstances he over- 
looks a reciprocal service which he 
can, and definitely should, render 
to the agency in return for its loyal 
cooperation. 
Keep uppermost in mind _ that 
your agency functions as an entirely 
, separate business institution . . and 
paper ane as such is subject to similar stress 
and strain common to all manage- 
ment. The financial and operating 
health of the agency cannot fail to 
be reflected in the type of service 
it can provide the client. 


BK, /, U, “ % == As an outside observer you are 
i uy f e , nit: / Pane ie | in a position to render valuable ad- 
/ Ind s r vice on possible new accounts, sell- 

} ioe Try ing techniques, agency advertising, 

a departmental or personality weak- 
nesses, etc. It is commonly accepted 
that advertising agencies, consid- 
ered as specialists in product and 
company advertising and promotion, 
are on the contrary notoriously 
“weak sisters” when it comes to ad- 
vertising and promoting their own 
FRITZ PUBLICATIONS, Inc.. services to their own markets. You 
will be rendering a real service to 

the agency by offering your obser- 

vations and recommendations here. 

i ; The most successful advertiser- 

Many detailed and factual agency relationship is that in which 

market analyses are offered both sides of the partnership pros- 
by business paper publishers. per together through mutual as- 
You can get them by referring sistance. The success of one re- 
to your 1953 flects favorably upon the other. 
The best advice to the advertiser 

who sincerely desires to establish 

a lasting agency-client relationship 


1953 MARKET DATA 1953 Market pes | is to investigate the methods em- 


ployed by a successful advertising 


& DIRECTORY NUMBER 7 Directory Number Hl team. The odds favor the conclu- 


sion that mutual cooperation is the 


. . i 
Industrial Marketing June 25, 1952 fundamental basis in every case. 








701/Circle on Readers’ Service Card 


Tips on packaging 
when you ship by air 

Proper use of air express, air freight, 
air parcel post and combination service is 
explained in “How to ship by air in cor- 
rugated boxes,” handy data booklet of- 
fered by Hinde & Dauch Paper Co., San- 
dusky, O. Current postal regulations and 
a maximum size-and-weight chart are in- 
cluded for packaging library reference. 


702/Circle on Readers’ Service Card 


How to reach the railroad market 
Every category of the railroad industry 
is described by departmental and occupa- 
tional function in this exceptionally fine 
market and media data brochure offered 
by “Modern Railroads,” Chicago. Basic 
railroad statistics are given for all prin- 
cipal lines and many lesser lines, in ad- 
dition to a general guide to the personnel 
influencing railroad purchases. 


703/Circle on Readers’ Service Card 


Where to get free stock photos 
Thousands of good pictures are avail- 

able without charge for use in books, mag- 

azines, newspapers and (with special per- 


\ | leslend-<-labele sonnet. 


or & Send for these helpful selling tools 


705/Circle on Readers’ Service Card 


Zero-in on the marine market 

An attractive market and media booklet 
offered by “Marine Engineering and Ship- 
ping Review,” New York, gives highlights 
of a 340% expansion in commercial ship 
construction and the multi-billion dollar 
naval shipbuilding program. It also gives 
facts regarding key buying factors of the 
marine industry, the circulation coverage 
and the editorial service of the publication. 


706/Circle on Readers’ Service Card 


Trends in oil's global empire 

A handsomely illustrated prospectus of 
the petroleum industry's growth has been 
prepared by “Oil and Gas Journal,” Tulsa, 
Okla. It reports on world production and 
refining capacity, U.S. drilling activity in 
1952, pipelines, transport, storage, oil re- 
covery and virtually all other phases of 
the market, including current trends. 


707/Circle on Readers’ Service Card 


Plastic plates for newspaper ads 
The Rapid Electrotype Co., Cincinnati, 
offers a four-page, illustrated insert de- 
scribing how plastic newspaper plates are 
produced in its plant. New techniques 
and advanced methods are said to have 
resulted in plastics that are on a par with 
electro-types for advertising uses. 


708/Circle on Readers’ Service Card 


Profile look at plastics market 
What plastics are, what the scope of the” 
plastics market is today, how it is grow-) 
ing, and what it buys, are subjects cov-/ 
ered in a media brochure prepared by) 
“Modern Plastics,” New York. Charts) 
visualize the plastics industry as a whole, | 
and total material production since 1934." 


& 
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mission) advertising . . in exchange for COMPANY 
a credit line. The Spring, 1952, issue of 
“Better Impressions” published by Mead 
Corp., Dayton, O., gives names and ad- 
dresses of eight major sources of such 
photos, along with details about the 
sources and types of photos available. 
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ADDRESS 








CITY & ZONE 


*Note inquiries for items listed 
not serviced beyond Oct. 15, 1952 


704/Circle on Readers’ Service Card 


Ways to use visible indexing 

Remington Rand Inc., New York, has 
issued a new folder describing how “Index 
Visible” equipment can be used to main- 
tain reference indexes and records. Time- 
saving cards, signal devices and movable 
or fixed stands are illustrated in a variety 
of office reference applications. Yours for 
the asking. 


No 
Postage Stamp 
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709/Circle on Readers’ Service Card 


Cut costs on shipping containers 

More than 50 different types of contain- 
ers, all designed to effect savings in the 
shipment of almost any type of product or 
package, are portrayed in an article re- 
printed from “Flow Magazine” by Yale & 
Towne Mfg. Co., Philadelphia. Boxes, 
crates, bags, barrels, drums, and collapsi- 
bles receive analysis as to function and 


1 


suitability for various shipping demands. 
SSCS SSSR SSeS eeeeeeeeeeeseeeeeeeee 


710/Circle on Readers’ Service Card 


Learn about franchise circulation 

Industrial Publishing, Chicago, offers to 
explain a “third method” of circulation in 
How Franchise Circulation Operates.” 
The booklet tells why this is a different 
method, how the three controls of it are 
achieved, as well as mechanics of verifi- 
‘ation and advantages to advertisers and 
franchise holders. 








711/Circle on Readers’ Service Card 


Sales opportunity guide 
to Latin America 

McGraw-Hill International Corp., New 
York, has published a market study en- 
titled “Major Latin American Construction 
Projects,” which includes cost, location 
and status of jobs; a country-by-country 
guide for 55 basic construction and mining 
machinery items bought from the U.S. last 
year; and a highway mileage table of 
each country by type of highway. An 
exclusive and valuable research presenta- 
tion. 


SSCS Seeeeeeseeeeeeeeesaseeecane 
712/Circle on Readers’ Service Card 


Successful distribution 
of electrical appliances 

How leading distributors operate is 
depicted by means of percentage figures 
in “The Technique of Distributing Electrical 
Appliances,” published by “Electrical Deal- 
er,” Chicago. The study shows what ap- 
pliances dealers sell, number and lon- 
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*Note 


inquiries for items listed 


not serviced beyond Oct. 15, 1952 


gevity of salesmen, sales volume, and 
average number of dealers served by a 
distributor. 


713/Circle on Readers’ Service Card 


Sell to all types of factories 

A market including manufacturing plants 
in all industries is described in a media 
brochure prepared by “Factory,” New 
York. What companies in the plant op- 
erating group are doing to meet problems 
and pressures is related to long-term mar- 
ket conditions. 


714/Circle on Readers’ Service Card 
Mapping the foundry market 


To help those who sell to foundries is 
the aim of a marketing guide prepared by 
“Foundry,” Cleveland. This publication 
lists supply houses and agents, and ana- 
lyzes foundry market areas and capacity 
by states and Canadian provinces. It also 
contains a removable foundry market area 
map in two colors. 


SSCESSSSSSESSESEEEESEESESEeEeeeeeeeeeee 
715/Circle on Readers’ Service Card 


What's happening in 
the field of light metals 

Over-all available capacity of aluminum, 
magnesium, and titanium is now about 
twice what it was before Korea. A sur- 
vey of that field made by “Modern 
Metals,” Chicago, suggests the revolution- 
ary effect increased production of light 
metals will have on every segment of in- 
dustry. 


SSCS HSESETSEseseseeeeeesasessaeeees 
716/Circle on Readers’ Service Card 


Guide to pulp and paper industry 

The market offered by the paper, paper- 
board and pulp industries to U.S. adver- 
tisers is depicted in "Wood, Water, Work,” 
an impressively documented booklet of- 
fered by “Paper Trade Journal,” New 
York. Graphs, charts and maps show 
trends in use of raw materials, chemicals, 
power and equipment, both by region and 
phase of operation. 
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of their own for plant reporters 
There is a comfortable flexibility in 
the reporting structure, since Pitts- 
burgh’s correspondents have in 
some cases designated people to re- 
port to them, thereby distributing 
the work load and getting more 
people to participate in news-gath- 
ering. Some plant correspondents 
function as public relations people 
for the local plant, and submit re- 
leases to the press. At some loca- 
tions, the plant correspondent holds 
a regular luncheon meeting with his 
reporters, and at some a yearly ban- 
quet is held, where the plant man- 
ager himself has a chance to extend 
his thanks to the local news sleuths. 


EXAMPLE No. 25 
Among manufacturers of 


FABRICATED WIRE PRODUCTS 


“Pittsburgh People,” as a result 
of careful screening of news from 
the beginning of the news-gather- 
ing process, is remarkably free of 
“newsless news.” It carries little 
or no gossip, and the reason it 
doesn't is because the local news- 
gatherers have been schooled, at re- 
porters’ conferences and by mail, 
to distinguish news from chaff. 


199 MAJOR PLANTS EMPLOY 46.787 


— account for 84% 


and 84% 


The latest McGraw-Hill Census identifies each of these 199 key plants 
— those with more than fifty employees — by name, location, number 
of employees, chief product manufactured. 
The Fasricatep Wire Propucts industry includes nails, spikes, wire- 
work not elsewhere classified according to standard industrial group- 
The correspondents for Pitts- | ings. 
burgh’s magazine got firing-line in- This industry is one only of 144 segments of manufacturing industry. 
struction in how to spade up news In each of the 144 segments, McGraw-Hill’s Census isolates, identifies, 
Se: ihek senell allies ane ein bavi classifies and rates the worthwhile manufacturing plants. 


in the way of pictures. They had 
a refresher in engraving processes, 
and toured by chartered bus to the 
printing plant near Cleveland where The basic purpe 
the Pittsburgh magazine is pro- publishing control. 
duced. | size, what they mo 


of total employment 
of production in this industry. 
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An employe publication is a de- 
vice of participation. That is, it’s a 


device of participation if it is any key plants 


e of buying influences in 


good. That means that employes 
should have a voice in what goes 
into the publication, and have the 
right from time to time to express 
their opinion of the magazine pub- 
lished for them. Pittsburgh Plate 
Glass has already conducted two 
depth surveys of the publication 
through professional outside agen- 
cies, not to emerge with a trium- 
phant report, but to come up with 
a straight-from-the-shoulder reflec- 
tion of what readers think about the 
job. For the most part, they think 
it’s good. What they haven't thought 
was good the editors have moved 
quickly to correct. 


p-to-the-minute paid audience 
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MARKET COVERAGE — A\MM’'s horizontal circulation shows a readership of over 


personnel who directly control or influ 


(0,000) management, purchasing, and operating 
ence the purchases of ferrous and non-ferrous metals throughout industry, 
manufacturing who cast, machine, form, fabricate or otherwise work steel 
and other metals: consumers for maintenance, such as railroads and other transportation 
services, public utilities, engineering concerns, manufacturers or producers of non-metal 
products; distributors, dealers, ‘obbers importers, and exporters A ag iandle steel and/or 
other metals, hardware products, mill and factory supplies; also producers of iron, steel 
ind alloys: non-ferrous metals: mines: blast furnaces; steel works; rolling mills; smelters; 


including 


sumers for 


rehineries 
DISTRIBUTION 
Consumers of metals for manufacturing and maintenance 
Distributors, dealers, exporters, etc. 
Producers of steel and other metals : 
Government Departments, trade sitgetncipenspicaalie banks, etc. 
Unclassified : 
READERS 
Purchasing Agents 
Choirmen, Presidents and/or Proprietors 6 
General Managers 3411 Metallurgists 
Vice-Presidents 2 860 Others (largely purchasing, management, 
Secretaries . . 2,270 engineering and sales personnel) .... 3,067 
Treasurers - 2,042 
ADVERTISERS — _ Qver 300 leading sellers of steel products, non-ferrous metals, ores, 
ferro-alloys, and machinery and equipment used in the metal working industries are regular 
idvertisers in AMERICAN METAL MARKET. Many of these advertisers have been 
using AMM continuously for 10, 15 and 25 years—some even longer. This strong trade 
recognition indicates clearly that AMM offers fastest and most direct contact between 
sellers and buyers in the metal working industries 
REASONS WHY AMERICAN METAL MARKET gives advertisers these advantages: 
FASTEST SERVICE of all metal-trades medio—first with the latest news of the industry. 
MORE IMPACTS per 5-day week than any other metol-trades paper. 
LOWER COST for space thon any other metal-trades paper. 
GREATER VISIBILITY thon any other metal-trades paper. 
MOST STEEL AND METALS ADVERTISERS of all metal-trade papers. 
MOST WANTED of all metal-trade papers. Subscribers pay $20 a year to read AMM. 
If vou sell to the metal working industries, strengthen your advertising program by in 


cluding AMERICAN METAL MARKET 


AMERICAN METAL MARKET 


e 1899 The Daily Newspaper of 


6,462 Sales Managers . 
6,216 Works Managers and/or Supts. 


the Steel and Metal Industries 


ff Street KAec) New York 38, NY 


Trends 





petroleum interest is expansion in 
petrochemicals. 
a dual interest 
of raw materials, such as refinery 


Here refiners have 
. first as suppliers 


gases, and second (in many cases) 
as manufacturers of intermediate 
products. A recent survey showed 
over 100 oil and chemical companies 
now operating or building some 220 
petrochemical plants in this country, 
and last fall it was reported that 
total capital investment in petro- 
chemical facilities was close to $2 
billion. 

The oil industry, now struggling 
to recoup losses in refined oils pro- 
duction sustained during strikes 
which tied up roughly 35% of the 
nation’s refining capacity for most 
of May, currently is enjoying high 
activity. And, with few exceptions, 
prices for principal petroleum prod- 
ucts are holding at or near OPS 
ceilings in main refining districts. 

At 288,026,000 bbl. on June 1, in- 
ventories of the industry's raw ma- 
terial crude oil were some 
40,000,000 bbl. above the stock level 
on the same date in 1951. However, 
in just one week, from May 31 to 
June 7, refinery operations rose 
from 76.6% to 90.6% of capacity as 
strikebound plants began going 
back on stream. 

Decline in motor gasoline inven- 
tories at the primary supply level 
during the strike period totaled ap- 
proximately 33,000,000 barrels. Con- 
sequently, prices are firm and prod- 
uct held in all primary markets. 

One new development in the oil 
marketing equipment field is a sys- 
tem for loading truck tanks from 
the bottom instead of the conven- 
tional method of filling them from 
the top. A special type of loading 
valve is required. 

Use of large capacity “clipper” 
tank transports continues to gain 
These trucks are used 
to haul gasoline, diesel. fuel, and 
sometimes lubricating oils direct 
from the terminal to the consumer 
by-passing the 

WILLIAM F. 


acceptance. 


or service station . . 
smaller bulk plants 
BLAND, engineering editor, Petroleum 
Processing and CHARLES BOYD JR., 
editorial department, National Pe- 
troleum News, Cleveland 
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sales volume of $38,000,000. We are 
currently developing, and are on the 
verge of introducing four more new 
products. All of these live up to the 
requirements outlined above, and 
we have every confidence that they 
will meet with success. 


Richard H. DeMott 
President 
SKF Industries 


Philadelphia 


® I CONSIDER need, of an already 
established nature, or, of the kind 
that can be newly created, the most 
important factor to introducing a 
new product. 

Having determined through mar- 
ket surveys and tests that a need 
exists, or could be made to exist, 
and that the new product can be 
manufactured economically and 
marketed profitably, the amount of 
sales force necessary to satisfy that 
need can then be brought to bear. 

Today’s marketing executive has 
modern market research and testing 
techniques at his command. Through 
their use he can predetermine the 
acceptance of a new product. While 
opinions are often interesting, and 
sometimes valuable, there seems 
little reason for launching a new 
product, today, based on mere 
hunch or the unsupported judg- 
ment of an individual. 

Current data and reports indicate 
that the general business situation 
in the near future will be favorable 
for the introduction of a new prod- 
uct. Most markets have become 
more competitive and the need for 
more aggressive salesmanship is re- 
appearing. Barring the outbreak of 
full scale war, new products will 
be needed to spur both consumer 
buying and capital investment. 


Within the past eight months we 


The Super-Market In the H of Americy’s Industrial Future 


From One Dam Site 


to another — 
And Other Construction Jobs 





SALES FOLLOW THE SURVEYOR 


AND PRECEDE THE STEAM SHOVEL 








we Flippin, Arkansas, a $76,000,000 dam is under way. 
Just one of several tremendous dam projects under con- 
struction, or planned, in this busy SIX-STATE area. ¢ 


Cc. N. M. covers “Bids 
Wanted," ‘Contract 
lettings,"" new con- 
struction planned—— 


the lifeblood of 
the Industry. 
Hence EAGER READER- 
SHIP! 


Near Yazoo City, Mississippi, a $1,334,000 
floodwall is being built; In Tangipoboa parish 
(county), Louisiana, a $707,000 highway patch- 
ing job has just started. @¢ At Hominy, Okla- 
homa, work has begun on additions and altera- 
tions to that town’s hospital. ¢ At Bourbon, 
Missouri, REA is constructing 115 miles of elec- 
tric lines. @ At Germantown, Tennessee, 
plans are underway for a $100,000 residence. 


de may have never heard of these towns or these 
jobs—but though they may mean big business 
for you, they may have never heard of you either. 
Yet by telling about your products to the architects, 
engineers and contractors who have these and hundreds 
of other jobs in charge, you are in a direct plumb line 
to SALES. 

If you sell equipment, materials, furnishings or sup- 
plies to the construction and allied fields in this SIX- 
STATE AREA or wish to sales-influence owners, 
officials, and others connected with new buildings and 


institutions, advertise in CONSTRUCTION NEWS MONTHLY. It 
is EAGERLY read by the architects, engineers, contractors and public 
officials responsible for construction. 

Send for recent readership survey and full information about this great con- 


struction market. 


cyction 





OVER 6500 READERS | 


Kogoetling 
CONSTRUCTION ACTIVITIES 


1N...OKLAHOMA 
Eastern MISSOURI 
ARKANSAS 
Western TENNESSEE 
LOUISIAN 

MISSISSIPPI 




















In plants and offices the country over, 
Ceramic Bulletin is considered a top 
source otf current authoritative informa- 
tion. Because articles in C. B. are writ- 
ten by outstanding ceramists in’ every 
segment of the market, each issue re 
ceives a thorough reading And in all 
othices, back issues of C. B. are carefully 
tiled for re-reading and constant reference 


by all in authoritative positions 


Ceramic Bulletin is a business paper that 
is read, re-read and kept a magazine 


that stays on the job month after month! 


Make it a point to include Ceramic Bul- 
letin in your advertising budget. Give 
your sales message a chance to be seen 


time after time after time! 
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CERAMIC BULLETIN 


*the American Ceramic Society Bulletin 








2525 North High Street 
Columbus 2 Ohio 
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introduced a new product after 
surveying the market to 


demand. The 


carefully 
determine need or 
new unit was immediately accepted 
by the trade because it was com- 
petitive from the standpoint of price 
and performance, and superior in 
eye appeal. While it is too early 
to draw any definite conclusions, 
the order trends show on the books, 
and the sales curve is rising. 

We have launched another new 
product more recently, and others 
are in the process of development. 


Flexonics’' New Name 


itinued from page 64 





only a small part of the total output. 
The other lines, particularly the air- 
craft line (which had grown rapid- 
ly and constituted a major share of 
business), felt their style cramped 
by the advertising logotype. It re- 
quired constant explanation, ampli- 
fication, justification. 

Gradually, over the course of 
months, it was decided that all of 
the company’s products would bene- 
fit by separation into such distinctly 
labeled divisions as aircraft, bellows, 
expansion joint and metal hose. A 
year ago a proposal was drawn up 
for approval by stockholders which 
created these four divisions and 
placed them under the new over- 
all name of Flexonics Corp. 

“Flexonics,” as the company de- 
fined the coined word in its new 
general catalog, “embraces the en- 
tire scope of research and manu- 
facturing operations in the con- 
trolled bending of thin metals for 
use under conditions of 
temperature, pressure, vibration and 


varying 


corrosion.” 

Announcement date of the change 
was officially set for last Jan. 1. 
But in order to allow for prepara- 
tion of announcements, brochures 
and other printed material, actual 
approval came several months ear- 
lier. At that time, it was also de- 
cided that a two-year transition pe- 
riod would be recognized after the 
name change. 

This was a very important con- 
sideration from the cost, as well as 
the business identification, stand- 
point. In two years, all inventories 
of stationery and like material which 


carried the old name could be used 
Also, during this 
period, all literature, advertising 
logotypes, plant signs and other 
identifying material could carry the 
line, “Formerly Chicago Metal Hose 
Corporation.” All new stocks which 
carried this would be ordered in 
quantities sufficient to last only un- 
til the end of the transition period. 
Then the “formerly” phrase would 
drop out and the name Flexonics 
would be established on its own. 

The actual announcement of the 
new name was carried out in three 
ways. Two weeks before the offi- 
cial date, news releases were sent 
out. Then, beginning Jan. 1, an 
engraved announcement and a for- 
mal brochure . . tying in with the 
company’s 50th anniversary .. went 
to customers. Finally, all during 
the early months of the year, the 
company ran full-page announce- 
ments in leading business publica- 
tions of fields in which the company 
was a factor. (The latter were in 
addition to regularly scheduled 
space, which reflected the change 
by such signatures as “Chicago 
Metal Hose Division . . . Flexonics 
Corporation,” and “Flexonics Corp. 

Expansion Joint Division . 
Formerly, etc.’’) 

How much did this name change 
cost the company? A minimum of 
$20,000. Largest single item was 
the cost of space and preparation of 
ads. Another costly item was the 
brochure signalizing the anniversary 
as well as the renaming. Some 25,- 
000 copies of this were put in the 
mail. Document and legal changes 
added to the bill. So did a new 
general catalog, more elaborately 
done than any before because of 
the special event. 


up without loss. 


In addition to the numerous items 
requiring direct expenditure of 
money, there were a host of time- 
consuming details which had to be 
attended to. The treasurer, as well 
as the advertising department, be- 
came involved in such essentials as 
obtaining a new corporate seal, no- 
tifying banks and government agen- 
cies, altering check writing machines 
and postage meters, registering 
trade-marks, etc. 

The organization was not able to 
anticipate every problem in store 
for it when the decision to replace 








"| bought 
GAS 


- . « because we get 
more effective circula- 
tion at less cost. That's 
why we concertrate our 
advertising dollars in 
GAS for the most com- 
plete coverage of the 
gas industry and at the 
lowest rates per thou- 
sand circulation. 








...and because GAS has 


pb Largest circulation with 92% 
to individuals in Gas Companies 


Its circulation reaches the men 
who have authority to buy—the 
same men your salesmen contact. 


Circulation Verification is Two- 
Fold. 96.5% Verified by C.C.A. 
for list accuracy. 93.9% Verified 
for Readership by independent 
audit. 


Authoritative editorial coverage 
backed by 26 years experience 
features the know-how and why 
of methods and _ techniques, 
which means high readership. 


More editorial and advertising 
pages per issue than any other 
Gas Industry Publication. 


A circulation increase of 79% 
in 10 years has kept pace with 
the growth of the industry. 


More complete coverage of the 
billion dollar gas utility and pipe- 
line industry. 


Write for Latest 


| Market Data 


A JENKINS PUBLICATION 


198 So. Alvarado Street 
Los Angeles 4, California 


the old name was made. For ex- 
ample, it was afterwards found nec- 
essary to completely renovate its 
permanent convention exhibit. Cat- 
alog sheets had to be prepared to 
illustrate products long before the 
new-style packages had actually 
been designed (accomplished 
through imaginative faking of art- 
work and _ skillful use of color 
identification). And certain adver- 
tising pieces were already in pro- 
duction and could only be partially 
renamed . . on the cover but not on 
inner pages. 

But with careful planning and a 
realistic time-schedule, the company 
carried out Operation Name Change 
smoothly, at an appropriate moment 
in its history and with a minimum 
of dislocation. 


Competition Winners 





{ Manpower & Materials 


Best graphic presentation 


Plaque winner 
M ine of Building: Architectural Forum 





g 

Edition . . New York, P. I. Prentice, editor 
xeneral Motors Technica enter 

Certificates 

Architectural Record . . New 

B. Mason, editor 

Oregon.” 


M. 





Factory 


New York 


June, 1951 
Steel . . Cleve 
For si 


Best original research 


Plaque winner 
Magazine of Building: Architectural Forum 
Edition . . New York, P. I. Prentice litor 


The Temperate H 





Certificates 
Oil & Gas Journal . . Tulsa 


Review & 


eaitor 


Merchandising, trade 
and export papers 
Best series of articles 


Plaque winner 
National Petroleum News . . 





a 


is first on my schedules 


. . » because | get com- 
plete coverage with this 
one publication in the 
Liquefied Petroleum Gas 
Industry. In 1951, 88 
leading manufacturers 
used B-P News exclu- 
sively to sell this mar- 
ket.”’ 





+». and because BP-News has 


> 52% greater coverage of read- 
ers in Bulk Plants who represent 
85% of the industry's purchas- 
ing power. 


Largest circulation, highest sub- 
scription rate, and the highest 
renewal percentage in the in- 
dustry. 


The Pioneer Publication with 
more than 20 years editorial ex 
perience. 


Publishers of the only library of 
technical books—Headquarters 
for L.P.G, information since 1931. 


Seven Readership surveys prove 
BP-News first choice by a 2 to | 
majority. 


First in display and classified ad 
vertising for 13 years. 


The highest subscription rate, the 
highest renewal percentage and 
the largest number of new sub- 
scription sales. 


BUTANE PRQANE 
seer RTE 


A JENKINS PUBLICATION 


198 So. Alvarado Street 
Los Angeles 4, California 


Write for latest 
market data... 














* 


THE MARKET: The Meatpacking In 
dustry produces over one-third of 
all food volume more than 
$12,500,000,000 per year It is a 
huge, concentrated market for such 
items as: Processing and Pack 
aging Equipment and Supplies, 
Materials Handling Equipment and 
Devices, Ingredients, Maintenance 
Supplies (such as Coal, Oil, Gaso 
line, Wiring, Motors, etc.). 


* 


COVERING THE MARKET: For mwre 
than 60 years, THE PROVI 
SIONER has been paid for and 
read by the men who make the 
important buying decisions in the 
plants which do most of the busi- 
ness. It reaches 97% of the com- 
panies you want to sell. Renewal 
Rate almost 85% for over 15 
years 85.69% for 1951 all 
l-vear subscriptions. 


Write for information about 


SPECIAL SELLING SERVICES 


avdilable to Provisioner advertisers 

and how to get specific, detailed 
data on potentials for YOUR prod 
uct or service in the big-buying 
Meatpacking market. 


x 
THE ATIONAL 
o @ 
READ AND RESPECTED FOR 60 YEARS 


* 
15 W. HURON ST., 


CHICAGO 10, ILL. 


18 W. 41st 31. ip new YORK 17, N.Y. 
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Certificates 


Beverage Media 


IXohor 


Luggage & Leather Goods . . New 


Best single article 


Plaque winner 


Hosiery & Underwear Review 


Certificates 


Electrical Wholesalin« 


Jewelry Magazine 


Best single issue 


Plaque winner 


Liquor Store & Dispenser . . New 


, wy 


Certificates 


Electrical Merchandising 


Motor . . | 


Best graphic presentation 


Plaque winner 


Management Methods 


Certificates 


Jewelry Magazine 
One-to-Six Boys’ Outfitter . 


Best original research 


Plaque winner 


Jewelers’ Circular-Keystone . . N 


Certificates 


Chain Store Age .. ? 


Department Store Economist . . New 


aimunrcron 


with customers 
and prospects throughout 
Latin America’s enormous 


Textile industry. -. 


is the SERVICE 
performed by 


TEXTILES 
PANAMERICANOS 


every 
month 


clear, simple 

7 ° . 

idiomatic 

° 

Spanish... 
is given month-by-month re- | 
ports of textile technological 
progress. Here the leading | 
machinery, dyestuffs and tex- 
tile chemical exporters present 
their lines and, during times of 
material shortages, insure that 
the fame of their organization 
is kept alive. 
More than 3000 mill men in 
Mexico, Cuba, Central and 
South America read TEX- 
TILES PANAMERICANOS as 
a guide to what is new in North 
America and who makes it. 
For complete details about this 
productive business journal 


write: 


PANAMERICAN PUBLISHING COMPANY, Inc. 
570 7th AVENUE, NEW YORK 18, N.Y. 








Class, institutional | \ = 
and professional papers NE i a i a i a on 


f C FE? The September issue of CIVIL ENGINEERING provides 
Best series of articles Or U.E. S$ such a bonus in increased readership, longer life and extra 
Y circulation that it offers you a once-in-a-hundred-year sell- 
Plaque winner oft. + Sots tana CENTENNIAL ing opportunity. 
Hotel Management . . New York, Waller ‘ September, you know, is the 100th birthday month of organ- 
Voegele, editor the Filton Develoy ISSUE 1S ized civilian engineering in America. To mark this occasion, 
ment Program the Centennial issue of CIVIL ENGINEERING will fea- 
Certificate AUGUST ture more than 150 editorial pages, including a Picture 
History of Civil Engineering. Over 34,000 key men in the 
engineered construction markets will read this issue with 
unusual interest and keep it for future reference. 
In fact, CIVIL ENGINEERING for September is so hot 
we've had to move the closing date up to August Ist. It’s a 
date you’ll want to make...so send your copy in now, 


ae anagie egy e* : , ies es ur Ist! 


Best single article 


Plaque winner 
interiors on 


OE ioe 


Certificates 


Aviation Age . . New York, Richard E. polhey é i 


mosey Engineer . . § : 
fot. Faw Deis, edits. “From Poem 4 eee | The Magazine of Engineered Construction 
wid » a Published by 
The American Society of Civil Engineers 
ay ae Se 33 West 39th Street, New York 18, N. ¥. 


Plaque winner 


Hotel Management . . New 


Mom Boar en 

Pisooay ad . . New York, Richard | Sen tn 2a, G IFN EAS rT 
Stockwell, editor. July, 1951, sue: “This | [asia eae Arora, STEEL MILL 

sien bails. - Wedded te *snedl COVERAGE 
iecnmeniiect 


king 





Superintendent's. Jol | < : f OF THE 
Best graphic presentation | | i R 0 i & $ T f E L 
ce ET vat, rence do | DAILY NEWS 


Certificates 


The Iron and Steel Daily News will be published 
again this year during the Association of Iron and 
Steel Engineers’ Convention at Cleveland. Five 
big issues will be distributed at the convention 
and throughout the steel industry. The Pre-Con- 
vention and four daily issues are “must” reading 
for every man in a supervisory capacity. You can 
reach this great concentration of steel industry 
Best original research buying power through the advertising 

pages of one or more issues. 


laque wi 
v0 gga A oe OO FOR MARKET DATA AND RATES WRITE— 


Institutions . . Chicag 

Feeding Field. ASSOCIATION of IRON and STEEL ENGINEERS 
(No certificates were awarded in 1010 EMPIRE BUILDING . PITTSBURGH 22, PA. 
this classification) 





attracted 


more readers? 





Old vs. New 


These two black-and-white ads in 
the same issue of Power used op- 
posite themes to attract readers for 
the advertisers Worthington 
Pump & Machinery Corp, Harrison, 
N. J., and Peerless Pump Div., Food 
Machinery & Chemical Corp., Los 
Angeles 

Worthington emphasized age 
with a picture of the first pump, o1 
approximation of a pump, believed 
to have been used 3,000 years ago 
to lead readers into the sales mes- 
sage. Peerless emphasized “new,” 
a word repeated three times in ma- 
jor subheads and actually a part of 
the sales message. Each ad was op- 
posite another ad. Which ad at- 
tracted more readers, or did they 
attract equally well? See page 145 


THE WEW PEERLESS 


“AS 


GENERAL PURPOSE PUMPS 
are designed around 
MECHANICAL SHAFT SEALS. 


Here are 4 Big Advantages : 


Far 6 


| NO LEAKAGE 


2) LESS MAINTENANCE 


CUSTOM PUMP-STANDARD PRIC 


t 


@ a New pump 
a NEW suet 


. PEERLESS PUMP DIVISION 


MC 2 it wnt oar 
eS 


The Pump 
that 
wasn't 
a pump 


WORTHINGTON 
SSeS 





Polyken distribution system 


ntinued trom page 43 





in each major market area. The 
school is attended by key salesmen 
of the several selected wholesalers 
in that area, as refresher or con- 
densed training courses. The school 
is a stream-lined version of the 
five-day school held in Chicago. 

Wholesaler sales meetings are 
held at least three times a year. 
Our representative holds a two or 
three-hour formal meeting with the 
salesmen of each selected whole- 
saler to present new products and 
new merchandising and sales pro- 
motion programs. These are spe- 
cifically training meetings where 
our representative is assisted by 
the selected wholesaler’s tape pro- 
motion manager. More frequently 
short, half-hour meetings are held 
on specific products. 

Training by the tape promotion 
manager is next. Having received 
the benefit of a full week of train- 
ing by us in Chicago, the selected 
wholesaler’s tape promotion man- 
ager is required to further the 
training of the wholesaler’s sales- 
men by making calls with them in 
the field. 

Product knowledge, prices and 
the contents of sales material (what 
to sell) are easy to teach across a 
table or desk or in a classroom. 
How to sell is more difficult and 
much more important. The only 
effective way to accomplish this is 
via pavement pounding and before 
the potential customer. This is the 
really vital function of the tape 
promotion manager. 

Training by our representatives is 
the finishing touch. Our represen- 
tative calls on and works with each 
selected wholesaler for a day or two 
or as much as a week at a time 
every three to five weeks. One of 
his primary functions . . in addition 
to handling product and technical 
problems that have arisen since his 
last visit and checking with the tape 
promotion manager on coverage and 
sales . . is the continuation of the 
training of the wholesaler salesmen 
in the field. 

Our representative arranges a 
call schedule in advance through 
the tape promotion managers, inas- 


NEW office copying discovery... . 


Revolutionary New 
ApEco 
gasy' 


* 
, 


New, low-cost machine makes photo-exact copies direct from 
original letters, forms, bids, contracts, invoices, reports, blueprints. 
Here is the first major advancement in office copying in the last 15 wid 
years. Can save up to 80% on your copying jobs! Eliminate retyp- 
ing, hand copying, checking or outside expensive copying service. 
The Auto-Stot is the first low-cost machine that makes error-proof, 
legally-accepted, black-and-white photo-like copies—WITHOUT COPIES PEEL APART! 
SLOW, MESSY DEVELOPING, FIXING, WASHING OR DRYING. It's : 
fast—only 2 simple steps instead of 12 required by old methods. NO developing 
Makes prints instantly from any originals up to 11” x 17” —whether NO washing 
printed on one or two sides, and any inexperienced clerk can operate it! NO fixing 

So low cost! So compact! . 
Fits on the corner of a desk or table and is priced within the budget NO drying 
of even the smallest firm. It's portable—just plug in any outlet— NO trays 
and the Auto-Stat is ready for instant operation. TODAY! NO dark room 

MAIL 


Have You Read This New Book? atten 


Here is a really informative, IM- nn 


fests 4 American Photocopy Equipment Co. 
le cris etcetera 2839 North Clark Street, Chicago 14, Ill. 


an important new copying 
development. New 12-poge Please Rush me — without obligation— FREE copy 
booklet pictures and tells com- of your new book on Avto-Stat—with full de- 
plete Auto-Stat story—shows tails on this new photocopy method. 
how you can use this revolution- 


ary new photo-copy method. Name ____ 





| eee - 
Address______ iadantcicauicapessaapticaaaeliadal 
2 Zone_____. Stote___ 


cae can cae Ga ca Sn GD ND aD cae een eos cas nae cams coum exes eal 


AMERICAN PHOTOCOPY 
EQUIPMENT COMPANY 


ARE YOU BUILDING A 
BUSINESS PAPER SCHEDULE? 


Than. rofer. to 





/953 MARKET DATA 
& DIRECTORY NUMBER 








write for Sample, 
copy and rate Card 


Daily Journal of Commer 
711 SOUTHWEST 14TH AVE. 
PORTLAND 7, OREGON 

WORKING TOOL OF PACIFIC NORTHWEST BUSINESS 


THE MODERN 
BLACKBOARD 


For 
Teachers, Lecturers, 
Demonstrators, 


Training instructors 








THE SPEAKER olwoys 
FACES THE AUDIENCE 


SUH 
Suda / 


A unique, self-operated pro- 


jector that throws the pro- 
jected images over che 
M speaker's shoulder permit 
ting him to face his audience 
at all umes...uses $', x4 
him slides or coated acetate 
for dramatic visual presen 
tatrons 
Portable For use in Industry, Ad 
Lightweight (only 7 Ibs.) vertising Agencies, Sales 
fesy to use Groups, Schools, and Train 
ing Centers 
The price of Screen Scriber is $61.00. For more complete details, 


butor, Burke & Jaares, lac. (Dept. 65), 


BARDWELL & McALISTER, Inc. 


BURBANK, CALIFORNIA 


much as he works with one or more 


wholesaler salesmen during each 
visit. The purpose of this is to 
teach via coaching and demonstra- 
tion in support of like activity by 
the tape 


promotion manager as 


mentioned earlier 


6. Training Material . . Through 
the years we have worked out a 
variety of training materials. For 
example: 

Road Show Material. A flip-over 
portfolio is specifically designed to 
Polyken 
wholesalers a quick picture of the 
market and the Polyken line. With 
it we use a training manual special- 


give salesmen of new 


ly written to tie in with this port- 
folio presentation. 

Five-Day School Material. The 
school is built around a work man- 
ual which, when completely filled 
out by the student at the end of 
the week, becomes his Bible to use 
One of our 


most effective training devices is 


in his home territory. 
one that we use in demonstrating 
the proper way to apply tape. 
Wholesaler Meeting Material. The 
newest of our training devices is a 
wholesaler display unit, which we 
call our “pin-ball” machine. On 
display for several weeks at a time 
on a wholesaler’s premises, it is a 
constant reminder to the wholesaler 
salesmen to sell Polyken tape and 
furthers his training by pictorially 
illustrating important Polyken tape 
applications 
We have learned from 
practical experience the truth of the 


Repetition 


old educational adage that “if you 
want to teach something, use rep- 
etition find at least three dif- 
ferent ways to say the same thing.” 
All of our training material is built 
upon this practical truth 


7. Sales Equipment. . Obviously, 
the life’s blood of any successful 
effective sales 
Polyken, we 


sales program is 
equipment and, in 
haven't neglected this. Good equip- 
ment for salesmen must encompass 
and deal with all three key factors 
in the manufacture of a sale: 

what to sell 

how to sell it 

where to sell it 
We have accomplished these ob- 


jectives via three of the outstand- 
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“INDUSTRIAL MAINTENANCE “ 
GETS RESULTS! 


The fastest growing 
publication with the 
largest ABC circulation 


747 West Jackson Bivd., Uni ago 6, sft 
Afte Aug. lst: 4025 Peterson Ave., Chiccgo 30 
45 West 45th St.. New York 18, JUdsm 6-0916 








ACB spots “one-word’”” 
mentions as easily 
aS a double truck in color 


Do fabricators, convertors and 
retail stores mention your tt 
duct as a “reason why to bh * 
in their news paper advertic 
ments? ACB wil Spot these"'men. 
tions” of your brand, or saan 
epimpetitor's brand whenever 
they appear and furnish a tear- 
sheet, or typed detailed reports 
Get in touch with the nearest 
AC ‘B office for rates and sore ice 
Or if you prefer, ask for ACB’. 
big new 1952 catalog of servic . 
—now available. ~~ ei 


The Advertising 
Checking Bureau, Ine. 
mn York #79 Madison Avenue 
Chicago «18S Michigan Avenue 
Columbus « 20 § Third Street 
Memphis « 16] Jefferson Avenue 


San. rar ice * 51 Fi st otrae ¥ 


AAAS ANB eee 


WW 


METAL NAME PLATE 
by 


CHICAGO THRIFT | 
FICHING CORPORATION 


—— 


Spotlight your product with a sparkling 
metal name plate. We gladly cooperate with 
sales and advertising executives to create 
standout identification which reflects your 
product’s quality ... marks it for more sales. 
Send a rough sketch or blue print for design 
suggestion and quotation. Let us help you 
improve your product identification. Write 
now for detailed information. 


CHICAGO THRIFT-ETCHING CORPORATION 


1555 N. Sheffield Ave., Chicago 22, Ill. Dept. 6 
Subsidiary of Dodge Manutacturing Corporation, Mishawaka, indiana 


ing pieces of sales equipment in 
our industry: 

The Polyken Sample Kit (what 
to sell). This kit, for which the 
wholesaler pays $8.50, is complete 
and presents the Polyken line in 
outstanding fashion. 

The Polyken Sales Manual (how 
to sell it). This manual contains 
all of the information the whole- 
saler salesman needs as a reference 
manual on tape, its technical and 
specification aspects, and its appli- 
cations. 

The Polyken Tape Use Manual 
(where to sell it). Perhaps the 
greatest new contribution we have 
made in this industry is the “Poly- 
ken Industrial Classification Manu- 
al.” Herein are listed more than 
1,500 known Polyken tape applica- 
tions, classified by tape, size and 
industry on the basis of the indus- 
trial classification used in the U. S. 
Census. This manual tells the 
wholesaler salesmen where to sell 
Polyken Tape. 


8. Our Advertising « « As World 
War II began to draw to a close in 
1944, and with our developing post- 
war program, we began advertising. 
We had a variety of motives and 
objectives and, after eight years of 
consistent industrial advertising, we 
believe we are well on our way to 
the achievement of those objectives. 
They included: 

a. To inform the industrial public 
that Bauer & Black, a well known 
manufacturer of surgical adhesive 
tape, is now in the Industrial Ad- 
hesive Tape business. 

b. After October 1, 1949 to con- 
tribute to the establishment of 
“Polyken” as Bauer & Black's 
trade-mark for its Industrial Ad- 
hesive Tape. 

c. To solicit problems on tapes 
and applications that might be 
solved by our Research, Product 
Development and Technical Service 
Departments. 

d. To develop strong advertising 
impression value to assist us in 
establishing a national distribution 
system. 

e. To obtain leads and inquiries 
that can be strongly merchandized 
through our distribution system. 

f. To do what all good advertis- 
ing must do. . To ac- 
complish these things we have em- 


sell goods. 





V Chemical Map or in 


South listing hundreds of multi- 
million dollar processing plants. 


. 
Y Information on how 
the fastest-growing chemical market 
in the world can be reached through 


Published with the Journal of 
Southern Research and the 
Southern Industrial Directory 
WRITE TODAY TO: 

SOUTHERN CHEMICAL INDUSTRY 
5009 Peachtree Rd., Atlanta, Ga. 





—Midwest sales — 
going down? 


The CHICAGO 
METALWORKER 
will bring them up! 





read by 9000 metal- 
working executives in the 
Chicago Trading Area 





Call or write for particulars 


THE CHICAGO METALWORKER 


4647 W. Loke St. Chicago 
EStebrook 9-2160 
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PRESS 


CLIPPINGS! 


from all Newspapers 


and Magazines 


BURRELLE'S PRESS CLIPPING BUREAU 
165 Church St., New York 7, N. Y. 


If it's printed, 
Burrelle'’s will clip it 
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‘ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
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ASSISTANT 
SALES MANAGER 


A fine future open 
with long-established 
maker of fastening devices 


A real opportunity for a man 35 to 40 who: 
(1) is experienced in sales operations 
through industrial supply outlets: (2) is an 
cble sales correspondent; (3) is free to 
travel out of New York headquarters; (4) 
has working knowledge of implementing 
market surveys. Technical background in 
metal-working industry desirable. Salary 
open. Write fully about your background: 
enclose photo. Replies confidential. In 
in New York 


terview expenses paid. 


Address Box 458, 
INDUSTRIAL MARKETING, 
200 E. Illinois St., Chicago 11, Il. 








Nine out of ten engraving buyers pay 
twice os much os necessary. Here is a 
fast, quality service used by many good 
advertising agencies. 

Zinc halftones up to 6 sq. in. $1.00 
Zinc etchings up to 7 sq. in. $1.10 
Mounting above zincs 10¢ each. Write 
today for samples of our work and price 
sheet. Save Ya and more! 





GRavi 
be! ere ’ dase fo 
gf itt “INO; , 


the Real Push 
Behind Sales! 


Youll find Snips a powertul 
medium to rea rh ver 13,000 sheet 
metal vent lon aba warm alr 
heating ont wa rs See Indus 
trial Marketing | Dat a Book 


Snips Magazine 


$707 WEST LAKE STRECY HICAGO 44 LINO 


ployed horizontal publications, such 
Business Week, 
week, Factory, Purchasing, 
Equipment Digest 
Eulletin. We also use vertical trade 


publications 


News- 
New 


Industrial 


as Fortune 
and 
Automotive 


such as 


Industries, Aviation Engineering 
Review and several publications in 


the electrical field. 


9. Merchandising Material . . 
With so strong an advertising pro- 
gram we believe an equally strong 
merchandising program is necessary 
to (a) 
constantly 
terested in Polyken and (b) tie the 
in with Polyken 
minds of actual 


keep wholesaler salesmen 


stimulated by and in- 
wholesaler directly 
advertising in the 
and potential consumers 

We have accomplished this es- 
Polyken Cooper- 
ative This 
is a truly cooperative venture be- 
pays $144 a 
For 


imprinted 


sentially with the 


Merchandising Package. 


the wholesaler 
for the service this fee 
he gets 12,500 book 
matches, 250 imprinted pocket pro- 
200 Polyken pocket diaries 
and 600 mailings of imprinted direct 
mail (100 
month to a list of 100 best prospects 


cause 


yeal 


tectors, 


pieces every second 


supplied by the wholesalers). 

10. Technical Service . . Polyken 
Industrial Tape is a semi-technical 
Therefore, we had 
to organize and operate a technical 
service This group 
conducts a continuous tape applica- 


product. have 


department 
tions testing program as a service 
to our representatives and our dis- 
tributors 
This is the 
bution and sales promotion policy 
Polyken 


em- 


complete new distri- 


we have developed for 
It has 
It has produced 


industrial tape been 


inently successful 


increasing volume steadily year aft- 


er year 


Charles N. Sumwalt 


Technical Visuals, Inc. . . 


4 new Handbook for 
editors, layout’ men! 
Hundreds of practical, 
effective illustration 
techniques explained 
and demonstrated! 


84 pages, 


highly illustrated, 
full of ideas 


EFFECTIVE 
ILLUSTRATION 


by KENNETH B. BUTLER 


Northwestern Univ., 
Advertising Age 


lecturer at 
columnist in 


$3.75 (incl. mailing costs) 


Researcu CENTER 


ILLInors 


Typo-Desicn 
Menpora 5, 


Here's What We Read! 


If you want full information about 
our coverage drop us a line asking for 
our Booklet No. 60 which lists more 
than 2100 publications that we read, 
divided into four major classifications. 
Booklet also contains some interesting 
information about our method of han- 
dling clippings. Booklet No. 50 ‘“Maga- 
zine Clippings Aid Business’ tells 
how the service is used by business 
organizations and their agencies, 


BACON’S CLIPPING BUREAU 

Business Papers @ Farm Publications 

Consumer Magazines 
Dearborn St., Chicago 4 


BuTLer 


343 So. 








If you wish to reach the 


coal trade use 


CHICAGO 
Manhattan Bidg. 

for over 67 years the leading 
journal of the coal industry 


NEW YORK 
Whitehall Bidg. 





eee R. seare 


14135 SourTn LA SALLE SI CHICAGO 








NATION-WIDE FIELD SERVICE 


USEFUL TO ADVERTISERS AND EDITORS 


Organization of 500 capable Photo-Reporters provides 
effective way to obtain on-location photos, case histories, 
Stories, testimonials and releases. 
For more information write or ‘phone 
SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 





Which ad 
attracted 


more readers? 


® THE Two aps attracted readers 
almost equally well. 

Readership of both ads was good. 
The moral: there is usually more 
than one way to tell a sales story 
successfully. The problem is to 
make sure that the way you tell 
your story is best suited . . or at 
least well suited . . to your competi- 
tive production, market and adver- 
tising situation at the moment. 

Peerless produced a _ good ad. 
Headline offers one advantage of a 
new pump. Subheads itemize four 
resulting benefits, described in short 
copy. Secondary illustrations at 
lower left . . a photograph of the 
pump and a photograph of a bulle- 
tin describing it . . permit some nice 
rhythm and repetition in the ac- 
companying heads: “A new pump 

. a new bulletin.” The bulletin is 
a coupon offer. 

Worthington also was selling 
pumps, but told its story in a strik- 
ingly different manner. Perhaps 
Worthington did not have an im- 
portant new pump at the time . . its 
objective was to help sell the estab- 
lished line. 

At any rate, the ad is a shift to 
low gear. There's no benefit in the 
headline. That breaks the rules. 


Peerless 


Seen- 
Noted Assoc. 


Below is 

the answer 

to the problem 
on page 140 


But that, when done deftly, can be 
the secret of success. If Peerless 
and other competitors were all writ- 
ing excellent ads with strong, read- 
er-benefit headlines that shout, it 
may have been a good time for 
Worthington to speak softly. The 
very contrast with the competition 
could call added attention to the 
sales message, although it doesn’t 
begin until half-way through the 
copy. 

Did Worthington break the rules 
deftly? The old-fashioned line 
drawing of the water-moving con- 
traption could move the curiosity of 
a layman, to say nothing of Worth- 
ington’s buyers engineers and 
people interested in power and ma- 
chinery. Readership scores show 
that the illustration and simple 
headline attracted strong general 
interest among such readers of 
Power. Copy led without much 
strain into the sales message, which 
emphasized one related idea . . the 
extensiveness of Worthington’s line: 
“individual designs with 100,000 
standard combinations of capacities, 
heads, casings and mountings. . .” 

The scores, as reported by Daniel 
Starch & Staff, New York: 


Worthington 
Seen- Read 


Noted Assoc. Most 





% of Readers 27% 


Cost Ratios 229 


oO Noted denotes the percentage of 
readers who, when interviewed, said they 
remembered having seen an ad-—whether 
r not they associated the ad with the 
name of the product or advertiser. 


G Seen-Associated denotes the per 
cent of readers who said they remembered 
seeing the ad and associated it with the 
name of the product or advertiser 


2) Read Most denotes the per cent of 


1Q% 
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readers who read 50% or more of the 


copy. 
Cost Ratio tells the relationship between 


the cost per hundred readers (who “noted,” 
for example) for a specific ad and the 
corresponding median average cost for 
all the ads in the same issue. A “Noted” 
cost ratio of 175, for example, would mean 
that the ad “stopped” 75% more readers 
per dollar than par for the issue, par being 
100 and representing the median average 
cost. Thus a cost above 100 is above 


average; below 100 is below average 





For sales, advertising presenta- 
tions. Opens quickly for desk-top 
use. Very compact. Easy to carry. 
Folds flat. Each clear plastic enve- 
lope takes two presentation sheets 
back to back. Ideal for fast-moving, 
straight-to-eye sales story. Very 
economical. 


Call or write for salesman 
..» descriptive folder 


’ ) — 
 wakhard 


DETROIT 26, MICH. 


Binders to American Business 


TRIANGLE Continuous 
MOTION PICTURE PROJECTOR 


16 MM 
SOUND 
or SILENT 


Automatically shows your movies over and 
ever with no rewinding . . . in undarkened 
rooms. ‘The one that works." Tested by U. S$. 
Bureau of Standards, Used by government and 
biggest names in business. Bell & Howell 
Projector unit. Write Triangle Projector Co., 
5307 N. Ravenswood, Chicago 40, Ill. 
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Now 18 the Lume and 
NEW MARKETING 
BUSINESS PAPERS 




















hore 1s the way to find 
OPPORTUNITIES and the 
which will help you develop them 





Your new 1953 MARKET DATA & DIRECTORY NUMBER of Indus- 
trial Marketing gives you — or gives you access to — everything 
you need: Basic market data, references to further sources of 
data, and concise business paper information, all grouped accord- 
ing to 84 distinct fields 





Here virtually every facet of every market picture is touched 
upon for your information and guidance: Number of units in 
the industry or trade; geographical distribution; volume of sales; 
trends; usual methods of selling, whether direct or through job- 
bers; types and amounts of equipment and supplies purchased; 
and trade practices peculiar to the field. 








Designed to provide quickly-useful information for basic sched- 
uling, your MARKET DATA & DIRECTORY NUMBER lists 
over 2,400 business papers in U.S. and Canada grouped ac- 
cording to markets served — giving rates, circulations, type of 
audit, page sizes, standard colors, color and bleed charges, etc. 














FACTUAL PRESENTATIONS Of special assistance and guidance are the factual presentations 
- OF BUSINESS PAPERS FILED and other messages which have been filed in MD&DN by leading 
suey ADJACENT TO RELATED business publishers, giving additional specific information on 
esa MARKET DATA 2 their markets, their coverage, and the services which they offer. 











Another valuable and much-used service of your MD&DN is the 
digesting and listing of special research material and market 
studies which are available from publishers. All items are num- 
bered for easy reference, and requests are handled promptly by 
our Readers’ Service Department. 


DIGESTS OF AVAILABLE 
PUBLICATION RESEARCH 
TON FOR FURTHER STUDY 








Finally, here is a service feature which is widely used by advertis- 
ers and agencies wishing to extend their exploration of marketing 
opportunities in new, unfamiliar fields. Each of the 84 sections 
of MD&DN contains a complete list of trade associations in those 
fields, from whom additional information may be secured. 








July 1952 /147 











— 


oo 
obile Home 
NY 





Th 


The House Trailer industry annual 
sales volume is now over $248,000,000. 
These mobile homes are completely 
furnished units using such items as 
electric refrigerators, bottle gas ranges, 
heaters, bedding, chairs, water heaters, 
baths and toilets, etc. Each unit needs 

lati lighting i 
and other items used. in the building of 
homes. The national government now 
recognizes trailers as homes and over 
14 million people now make their 
homes in trailers. 





For complete information on this 
rapidly growing industry get the facts 
teday — one magazine covers dealers, 
manufacturers, and trailer supply stores. 
Dealer acceptance of a product is neces- 
sary to sell the trailer manufacturer. 


TRAILER DEALER 
MAGAZINE 


\ 4006 Milwaukee Ave. Chicago 41, Iilino's 





When you wish to present 
your sales message on your 
products to the executives and 
key operating men in the steel 
making industry — use 


BLAST FURNACE AND 
STEEL PLANT 


The only A.B.C. — A.B.P. paper whose 
editorial is devoted exclusively to the mak- 
ing and rolling of steel 

BLAST FURNACE AND STEEL PLANT is 
subscribed for and read by those who pur 
chase or recommend the equipment and 
supplies to be purchased in the steel plants 
throughout the world. 

BLAST FURNACE AND STEEL PLANT is 
edited and published by men who have a 
practical knowledge of the operating prob- 
lems and requirements of those engaged 
in the steel industry 

All departments are covered such as: 
Blast Furnaces and Coke Ovens, Open 
Hearth, Bessemer Converters, Electric Melt- 
ing Furnaces, Rolling Mills, and Miscel- 
laneous shops, Mechanical, Electrical, Roll 
Shops, Structural Shops, Power Plants, Boiler 
Houses etc. Advertising rates on request. 


Published by 


STEEL PUBLICATIONS, INC. 


4 Smithfield Street, Pittsburgh 30, Pa. 


Index to Advertisers 





*Abernethy Publications 18 
*Advertisers’ Research Service 144 
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PRACTICAL 
BUILDER 


“Leads Editorial y~ 


No magazine promotion can be better than the magazine it promotes. Ralph Waldo Emerson 


never wrote a line of promotion copy in his life; but he said everything there is to be 
said on the subject: ‘‘What you are... thunders so that I cannot hear what 


you say.” practical builder asks you to look at the book...and look at the record. 


See what PB is... not what PB says. Thumb through its pages: no frills or fancy pants, 


just solid stuff. That’s why every issue is full of meat and meaning to builders and 
contractors. That’s why advertisers who are more interested in 


promoting their own sales than in magazine promotion 
Affiliated with 6 Building Industry Magazines 
agree: sé When you're an PB you’re in a eT ee Cee 
n the building industry: Building Supply News, Building 
Fa Material Merchant, Ceramic Industry, Ceramic Data Book, 
Brick and Clay Record, Masonry Building. Send for our 
64-page book THERE'S MONEY IN REMODELING... 
free toany manufacturer who asks for it on his letterhead 


CO indvermial pussies 


... Of the light construction 
industry 





M & F's “circulation men” get through 
to buying influences untapped by other publications 


Why are Mint « Factory's “circulation men” so welcome in industry's inner 
circles? 
Because they come, not to solicit subscriptions, but to offer their services in 


helping solve industry's production and maintenance problems. 


That's right, MaF circulation representatives are sales engineers—1588_ of 
them, working out of the local offices of leading industrial distributors. They 
not only know the real buyers in important plants—they have ready access 
to them. 

And they don't sell subscriptions. They pay us for the privilege of placing 
Mixt & Facrory in the hands of industry's best prospects and customers. 
Not only are these Mitt & Factory readers the key buying influences you want 
to reach... 3 out of 4 of them are not reached by any other single industrial 
publication! Good reason why Mut & Factory rates first on so many adver- 


28 ' 
tising schedules 





Mills Factory 


OVER-MAST PUBLICATION 


a CON 


205 EAST 42ND STREET ¢ NEW YORK 17. N: Y. 


REACHES THE MEN, REG AIROULESs OF TITLE, YOUR S4LESMEN MUST SER TO SELL YOUR PRODUCT 





